














A Gorgeous Bridal Chest 


and a Special Price... 
50 pieces for the price of 40 


No charge for the ten pieces on top, the Bridal Chest, or the display panes. 
CONTAINS THESE 40 ESSENTIAL PIECES 
8 Dinner Knives 8 Tea Spoons 8 Salad Forks 
8 Dinner Forks 8 Soup Spoons 
PLUS THESE 10 EXTRA GIFT PIECES 
8 Tea Spoons ’ 1 Butter Knife 1 Sugar Spoon 
No. 6950/8 V (Viande Knives) No. 6950/8 (Long Blade Knives) 
A WONDERFUL VALUE AT $49.75 


Year ’Round Advertising... 
Color Pages Every Month 


Weddings keep on happening, 
year ’round 


And that’s the policy for 1847 Rogers Bros. 
advertising... it’s year’round...season in... 
season out. 

Starting now, the new Bridal Chest will be 
featured in millions of color pages in Life 
and other leading magazines. 


1847 ROGERS BROS. 


INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. 




















The most precise standards in the world— 


special 


gauge blocks that are accurate to 


2/1,000,000 of an inch—are in continual use 
by ELGIN scientists to check production 
gauges and tools at the world’s largest fine- 
watch factory. This checking, shown here, is 
accomplished with the “‘optimeter”’, a delicate, 


high-powered optical instrument 





CORRECT TO 2/1,000,000 OF AN INCH 


World’s most accurate gauges 

guide ELGIN’S famous Amer- 

ican craftsmen—world’slead- 
ing watchmakers 


Accuracy to two one-millionths of an 
inch! That is the standard demanded 
in gauges controlling the production of 
ELGIN watches. It’s comparable to re- 
quiring precision down to the last inch 
in measuring 734 miles. 

But superior gauges tell only part of 
the story. For five years ELGIN has 
been carrying forward the most inten- 
sive scientific research. Today ELGIN 
craftsmen, famous through many gen- 
erations for their watchmaking skill, 
are equipped with exclusive optical 
instruments and other scientific aids 


never before known in the industry. 
They are turning out timepieces that 
are years ahead in technical design! 

The new 21-jewel Lord Elgins and 
19-jewel Lady Elgins give ample proof 
of this ELGIN supremacy. Thesewatches 
are constructed with amazing preci- 
sion. Plates enclosing each movement 
are protected with rhodium, a rare 
metal four times as costly as platinum. 
“Train” wheels are plated with 24 k. 
solid gold. Dials are of sterling silver. 
Each part is rigidly inspected many 
times by the ELGIN Research Labora- 
tory. And each watch is star-timed by 
ELGIN’S world-famous observatory. 

Quality jewelers are showing these 
newest ELGINS now! Lord Elgins from 
$50; Lady Elgins from $47.50. 


“ELGIN : 


MADE BY AMERICAN CRAFTSMEN IN THE WORLD’S LARGEST FINE-WATCH FACTORY 





$47 50 
19 jewels 


Model 2923 


$8500 
21 jewels 
Model 2803 
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LOCKETS 


New patterns and shapes in all 
the popular sizes. |/20th 12K. 
Gold Filled. Equipped with 
chain and attractively boxed. 
Most excellent values. 


CHARMS 


Our special assortment of 
twelve new and striking pat- 
terns. May be had in Sterling 
Silver or in |/40th. Specially 
priced. 


As. illustrated, our very latest 
novelty, the Speidel Charm 
Bracelet and Opening Book 
Charm. In 1/20th 12K. Gold 
Filled. 


Sold wer A rae 
nly. 
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LATEST INNOVATION ON“ 7 Shy 


,0/0F 
V@U2. WATCH STRAPS 


NOTHER GREAT DEVELOPMENT, exclusive with 
SPLIT-PROOF TUBULAR WATCH STRAPS 


KQN-ITE is a material of gleaming, jewel-like KON-ITE Buckles 
bPauty and exceptional durability Non-metallic whether the wat 
fmpervious to perspiration, it cannot corrode or bucl 
otherwise affect the leather strap. It has 

plating to wear off. KON-ITE is made in colors 


mm DDANT 
LL -PR el: 
| a g' 


to harmonize with all leathers. All SPLIT OO} 
abi T 
1 


UBULAR Watch Straps are now furnished with 


KON-ITE BUCKLES AND KEEPERS ARE. AVAILABLE ONLY ON THE 


GENUINE SPLIT-PROOF TUBULAR WATCH STRAPS MANUFACTURED BY 


A. SAUER & COMPANY 


FACTORY AND MAIN OFFICE-439 RACE ST. 
CINCINNATI, OHIO 
NEW YORK OFFICE-724 FIFTH AVENUE, N.Y. 
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Baker Settings 


InN. FRE Bw ERN MANNER 









N the four series of settings 
shown here, it will be seen that 






there is a choice of side openings 















and designs which will bring 
them into keeping with a wide 
range of creative ideas, and im- 
press the’ purchaser with the care- 
ful attention given to detail, when 
the finished ring is examined 
closely, as it will be. These set- 
tings are made in platinum, rho- 
thenio-palladium, all colors and 
karats of gold and all carat sizes. 








BAe &-CO., INC. 


SMELTERS. REFINERS AND WORKERS OF PLATINUM, GOLD AND SILVER 


113 Astor Street, Newark, N. | 
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STAMP of APPROVAL 
BY AUTHORITIES 
SWAYS HER 


SHE IS INTERESTED IN 

BEAUTY and VARIETY 

of PATTERNS aN @ AN EN TVs 
and REPUTATION 
COUNT WITH HER 





ADVERTISING 
HAS CONVINCED 
this PROSPECT 





=” The 
SILVER DIVIDEND PLAN 
“FREE PLACE SETTINGS“ 
HELP MAKE THESE SALES AND... 








Every business must continually reach out to secure mew customers. CHATEAU 
What other line of quality silverware offers you so many oppor- 


pay! ‘ ENOBLE 
tunities to get a larger share of the silverware business? Sgipcaean 
No hunter goes after big game with a .22 rifle! And no dealer can 
afford to go after maximum silverware business with dss than 


Heirloom Plate provides in high-powered selling ammunition! 
Let us tell you what DIRECT DEALING and the HEIRLOOM 
SELLING PLAN can do for your sales. Write to WM. A. ROGERS, 
LIMITED, Oneida Ltd. Successor, Sherrill, N.Y. 


* Trade-Marks of Oneida Ltd. 


titloom Plate 





{ 
PHL LM AR K OF THE ge |. Bie oer D) L CRWAR!I 
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Youre Mining Something yf you Dorit 
ENTER THIS GREAT B/R RATCHET CONTEST 
OFFERING 1000.00 IN CASH PRIZES 




















ntries to the tho 


dd your e 





st PRIZE *500.00 


NEXT 5 PRIZES 
$100.00 EACH 


READ THESE EASY RULES 


| | 
1. This contest absolutely FREE. Open only 


to retail jewelers and their employees. 


ish for 
2. Submit as many names 0S you wish fo 


new B/R Ratchet, on entry blank 
direct from us— 


s supplied 


gratis by your jobber or 


or write on plain sheet of paper. 


name, firm name and whole- 


3. Write your : 
n each entry. Mail 


saler’s name ratt°ta) A 


to Bruner-Ritter, Contest Dept., 35 
Contest closes mid- 


male 


son St., New York. 
night, May 5, 1938. 


isi $1s 
4. No entries returned. Decision of judge 


final. 





E THIS SENSATIONAL 8k RAT 


ide buttons—no 


ess Ss 
ct bling required. 


finger-nail fum 


“REG. U. S. PAT. OFF. 
Ne. 1,786,945 


Adjusts for size with same easy 


button pressure. 


FEATURE 8/p BANDS FOR BIG CASH Sales 
NAME THE 8/p RATCHET FOR BIG CASH Prizes 


The more entries the merrier! The more names you submit for 
this finest, simplest of all ratchets, the better your chances of 
sharing the $1000.00 in cash prizes. But in addition to the PRIZE 
opportunity, don't overlook the SALES opportunity. Start featur- 
ing these new B/R Bands with the new, foolproof B/R Ratchet— 
and start cashing in! Now—read the contest rules alongside— 
get extra entry blanks from your jobber—mail your entries—and 
we hope YOU win! 


Hurry ! Contest Closes May 5th, 1938 


DRUM ER-RITTER, Ine, 


350 HUDSON ST... NEW YORK 35 E. WACKER DRIVE... CHICAGO 


704 MARKET ST., SAN FRANCISCO 





NATIONAL ADVERTISING 


BY GEMEX WILL PACK A TERRIFIC SELLING AID FOR RETAIL JEWELERS 


Finger-tip action, the Gemlok buckle... available exclusively in Gemex and Pontiac 
wrist watch bracelets for men and women...will be nationally advertised to millions 
in the impressive list of magazines illustrated. Make sure your wholesaler supplies 


you...to meet the consumer demand this convenience and comfort idea is creating 


GEMEX CO - 170 THOMAS STREET » NEWARK, NEW JERSEY 
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Now More than ever Sie Reigns \upreme! 


LATEST WEDDING RING CREATIONS 











RESENTING a few of our many new additions to a 

line that is most complete—a ring to fit every taste and 

purse. After careful examination of the three new dia- 
mond wedding rings, you will find that all the traditional 
characteristics have been preserved, plus the latest dictates 
of fashion for simplicity and longer wearing qualities. Be- 
low are shown two masterly creations that typify the crafts- 
manship of Bristo] hand carved rings. Your wholesaler will 
show you the Bristol line. 


eu! Pind Carved Miiddinn Rina 


Aree Vfe 


With 
Hand Carved Rings 








Just a few 


REASONS 
Why... 


BRISTOL RINGS ARE PROFITABLE 













—Specialization enables us to offer rings 
guaranteeing maximum quality and 
value. 






Your choice of Beautiful Dis- 
plays absolutely free with every 
order of two dozen hand carv- 
ed wedding rings of your own 
selection. Place your order 
through your wholesaler while 
the supply lasts. 





—Designers and Craftsmen are con- 
stantly at work on new styles to con- 
form with the trends of fashion. 






— We employ only skilled diamond set- 
ters and expert engravers. 














—Diamonds are carefully graded to in- e 
sure perfect uniformity. SOLD 
THROUGH 
WHOLESALERS 


BRISTOL dings 


ARE "GOOD-WILL" BUILDERS 





Wholesalers... Place Your Orders Now 
BRISTOL SEAMLESS RING CO. 


Main Office and Factory: 71 Nassau Street, New York 


























— —~——~—~—~ REPRESENTATIVES 
NEW YORK TRAVELING : CHICAGO LOS ANGELES 
B. D. LESSNER s 8. C. STEINMANN a E. M. BOND NAT. POST 
DAVE WEINBERG 29 E. Madison St. 220 W. 5th St. 
“BRISTOL RINGS ARE ATTUNED TO THE TREND OF THE TIMES IN BOTH STYLE AND PRICE” 
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All new designs . . . new displays 
... new put-ups .. . which will send 
the new "Streamlined" TIP-LINKS 
straight to the goal of bigger sales 
and better profits. 


Even the most persistent button dropper and cuff link fumbler 
couldn't miss the buttonhole with this new MACO "Stream- 
lined" TIP-LINK. A completely new line of smartly designed 
and up-to-the-minute links, in gold filled, rolled gold plate and 
sterling. They are sales stimulators. Go places in 1938 with 
MACO TIP-LINKS. 


For 20 Years Distributed 100% Through 
the Jobber 


Tell your jobber you want to see the complete line 
of Links, Buckles, Tie Holders, Collar Holders and 
Dress Sets. 


MORSE-ANDREWS COMPANY 
ATTLEBORO, MASS. 


F. Norman Ulrich Howard D. Seebeck lra W. Smith 
9 Maiden Lane, New York City 10 South Wabash Ave., Chicago, Ill. 315 West 5th St., Los Angeles, Cal. 
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They've clicked! There’s literally a consumer Gold Rush for these 
arresting new Bradfield Interchangeable Initial Bracelets! It’s 
proving a veritable “gold mine” of graduation sales and profits ~~ 
for jewelers everywhere..What's more, these new 1/40 10K—= 
R. G. P. Bradfield Bands are carving a permanent niche for them- 
selves as year-round profit-producers. Why delay getting your 
share of this easy money bracelet business. Start putting Bradfield 
Interchangeable Initial Bracelets “out front” where window-shop- 

pers and store-shoppers can see them, admire them and buy them. 


SOLD ONLY THROUGH Ane WHOLESALERS 


REG. U.S. PAT. OFF, 








famous 
Briggs 
Carmen— J 
agrad- 
uation 
favorite 








NEW YORK Carmen 
e Nt ¢ 
G SAG 
cank Newburaer "rsiong Pin. 
SAN FRANCISCO ” ¥ ia 
George Fax GS CoO Bi raceley, 


DENNIS 
r St., Toronto 
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LOCKETS 


In ovals, hearts, rounds in 
several sizes. 


CROSSES 


Leading wholesalers, quick inten a mains thot 
to recognize exceptional and different decorations. 


jewelry merit, are showing 

the new Spring items of WA LD EMARS 

Boston Link, and a large 
fancy line of Waldemars 





Bates & Bacon quality. For 





over 60 years Bates & and Vests. 
Bacon jewelry has been 
trademarked for your pro- B R A C E L E T S 
tection. ‘Tubing bracelets in several 
, widths and numerous 
designs. 





BATES «eo BACON 


ATTLEBORO, MASS. 
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WATCH 


WESTFIELD! 
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NEW ELECTRICS 








New Manor self-starting electric wall clock — $3.95 retail 
Manor—an attractive new self-starting wall clock .. . die 
cast metal case, andis lacquered in rich black and ivory com- 
bination. Polished bezel. Curved metal dial makes the clean 
cut numerals especially easy to read—a touch of red in the 
minute circle and sweep hand adds an interesting color 
note. Case is 714 inches in diameter. 534 inch dial. 


BY WESTCLOX 


New Andover Electric time clock—$4.95 retail 
New manual starting time clock that combines quality 
and beauty to make this new Westclox electric one of 
the best items in the line. Strikingly designed in glass 
with nickel trim. Silvered two-tone metal dial, with 
maroon colored hands and numerals, stands out 
against a field of blue glass. Heavy, clear front glass. 
Height, 614 inches. Truly a handsome electric. 





Round Wall Clock No. 855—new chrome finish—$2.95 retail 
A Westclox electric wall clock in chrome finish— attractive 
... inexpensive. Suitable for kitchen, bathroom, sunroom, 
library, office or wherever good timekeeping is needed. 
Rounded metal case. Convex glass. Manual starting. Red 
sweep second hand. Conveniently located setting knob and 
starting lever. 4 inch dial. Same design in ivory finish No. 851. 





WE STC LOX MAKERS OF BIG BEN AND HIS FAMILY OF SPRING-WOUND CLOCKS, ELECTRIC 


CLOCKS, WRIST AND POCKET WATCHES... PRICED FROM $1.25 TO $6.95 
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MAACASITE 


.. by SWANKEA 
An Sean of the Siunk peal for Fine aueleas 





SET ILLUSTRATED RETAILS AT $3.50 


The Cravat Chain with Personalized genuine Marcasite Initials, and the Collar 
Holder with matching Marcasite ends, are typical of swanx’s ability to provide 
the jeweler with men’s items rich in the brilliance and beauty that are part of the 
jewelry tradition. Included in the Marcasite line also are other Personalized Aids 
to Good Grooming...money clips, Elbo-links, key chains, belt buckles, etc. swank 
also makes Jewelry in solid gold, 1/20 12 kt. gold filled, as well as in popular priced 


qualities. Buy swank from an authorized distributor on our newly revised list. 


SWANK IS NATIONALLY ADVERTISED...CONTINUOUSLY! 

FOR FATHER’S DAY 

...-GRADUATION... 
EASTER... 


SWANK Jewelry will be 
nationally advertised to 
millions in magazines, il- 
lustrated at left. Ask your 
wholesaler for free dis- 
play material and news- 
paper advertising mats. . 
Tie in...and benefit. 








SWANK PRODUCTS, INC., ATTLEBORO, MASS. - NEW YORK: 377 FIFTH AVENUE 
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SMARTLY NEW... 


400 YEARS OLD; 


(Above and right) DORIAN. 17 jewels. 14K natural yellow gold. White gold relief. Gold filled fittings. $60. 


l6th Century Craftsmanship in 
New HAMILTON Case Design 


N THE new Hamilton DORIAN, the ex- 

quisite chasing and hand-tooling of 16th 
century craftsmanship are applied for the 
first time to modern watch case production. 

Today’s style trend has veered sharply 
from the stark simplicity of design which 
modern machine methods produce so well. 
Jewelers aware of the ornamented motifs 
now so popular in silverware, wedding 
rings and household decoration will quickly 
see the sales and profit possibilities of the 
new trend in fine watch case design fore- 
told by the DORIAN. 

Just as Hamilton started the revival of 


the round watch and pioneered in watches 
curved-to-fit-the-wrist, so today the Hamilton 
DORIAN forecasts a style trend which 
happily combines machine precision plus 
all the allure of delicate hand-wrought 
artistry in fine gold watch cases. 

The DORIAN, and three other new 
Hamilton models shown and described on 
this page, are available now through all 
authorized Hamilton distributors. Push 
Hamilton—the watch the public prefers, 
backed by the company that protects and 
defends the legitimate retail jeweler. 
Hamilton Watch Co., Lancaster, Penna. 


HAMILTON , 


THE WATCH OF RAILROAD ACCURACY 


THREE MORE NEW HAMILTONS 





MARIETTA. 17 jewels. 14K gold filled, white or natural 
yellow. With raised numeral dial 


REAGAN. 17 jewels. 10K gold filled, natural yellow only. 
With applied gold numeral dial $40.00 


DICKENS. 17 jewels. 14K gold filled, natural yellow only. 
With applied gold numeral dial only 
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A Revolutionary Idea 
in Diamond Ring 
Settings... by Granat 


Granat announces the Coronet series embody- 
ing a revolutionary idea in modern settings 
that adds brilliance to the diamond and assures 
absolute freedom from prongs snagging or 
catching on fabrics. 


*Coronet’s principal feature is its enhance- 
ment of the center diamond, both in size and 
brilliance. 


*Coronet utilizes, structurally, a highly pol- 
ished support for the diamond, which reflects 
its rays back through and around the entire 
stone to create a magnificent and brilliant 
effect. 


It lends itself to high, soft, rounded effects in 
design, replacing the sharp, heavy, clumsy, 
square settings of the past, with a smooth, 
flowing symmetry that is truly regal. Hence, 
the name, Coronet. 
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These new principles are embodied in a new series of Granat 
engagement rings with wedding rings to match, which 
Granat distributors and representatives are now showing the 
trade nationally. See the Coronet series. Truly the most orig- 
inal ring creations of 1938. 


Granat PYanufacturing Co. 


150 POST STREET e SAN FRANCISCO, CALIFORNIA 


*Coronet settings are 
fully protected by 
United States patent 
No. 1792422. 


CRD OWD ORD ORI OHI OPI OHI CHI OD OHI ORI OWI CWI ORI ORI ORD OW D CWI CWI CHD CWI CHD CHD CHD CHD OWD CHD OHI CHI CHI ORI CRICHICHD CHI CRICHICHIGRICHIGWIGWD 
Coronet rings are being introduced nationally by Granat representatives and distributors: 
EWING BROS., ATLANTA, GA. C. A. KIGER CO., KANSAS CITy, MO. MAYER BROS., sEATTLE, 
WASH. +° HALL BROS., PITTSBURGH, PA. L. A. GIACOBBI, sAN FRANCISCO, CALIF. 
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This annual trophy has been made 
for many years with a special Handy 
& Harman spinning gold, without 


ever having a blank fail. 


Ask about our special yellow spin- 
ning golds that stand deep and in- 
tricate work with a minimum of 
annealing. They save time, trouble 
and expense. 


HANDY AND HARMAN :- 82 Fulton St., New York 





SPIN / 





OLD that you can spin into a trophy body 
like this, will stand just about anything. 


e It is our business to know how to make karat gold 
for deep spinning — or for any other purpose. 


We must know just what composition is best — 
how to make it — what work the gold will stand or 
what it can’t stand — and why. 


That is why we have men who know your prob- 
lems — are experienced in manufacturing proces- 
ses —and know metals — and who have the help 
of a fine research and testing laboratory. 


Manufacturers in your line of business are saving 
money by using Handy & Harman golds and solders 
— already alloyed and ready to use. 


Has it occurred to you that you might be better 
off if you did, too? 





BRIDGEPORT, CONN. 


PROVIDENCE, R. I. TORONTO, CANADA 
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THAT YOU CAN 








OMEGA. * >>: 


FIRST at Kew Teddington for 





OR the fifth consecutive year, the British National Obser- 
vatory at Kew Teddington, England, has awarded first 
place in its annual contest to Omega. That Omega is first 
in the latest test is a signal honor. That Omega has been 
first for five consecutive years is a remarkable tribute to 


Omega craftsmanship. 
Kew Teddington Tests 


The Kew Teddington tests, held under the official supervision 
of the British Government, are ‘so rigid that only the finest 
watches dare compete. Each watch is tested in six positions. 
Each is tested under the most trying variations of heat and 
cold in ovens heated to high temperatures and in refrig- 
erators almost at the freezing point. 


Omega Holds World’s Record 


Omega established the world’s record for accuracy at Kew 
Teddington in 1935 with the amazing score of 97.8. To 
realize what exactness such a rating requires, consider that 
@ watch meeting the minimum requirements during the 44- 


MAR —7 39 
Ae 


» 105 
{555 
Vv. 104 ple 











the fifth consecutive year 


(2 


day testing period is rated zero while a watch to score 100% 
would have to be absolutely perfect, an obvious impossibility. 


Style, Too, Is an Omega Feature 


Omega’s record year after year at Kew Teddington is an 
overwhelming endorsement of Omega accuracy. But Omega 
is more than just an extremely accurate watch. Omega in- 
variably presents new, up-to-the-minute saleable styles and 
offers a carefully controlled distribution. Fine jewelers every- 
where who know Omega find it a highly satisfactory and 
highly profitable watch to feature. 


A semi-automatic jewel setting machine 





noRman mM MORRIS 


waTCH CORP. 
608 FIFTH aVENUE, NEW yoRK, ny. 
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Ask Your Wholesaler 


Children's ewelry 


SPONSORED BY 


MNliss 





TRADE MARK REG. U.S. PAT. OFF. 


A quality product . . especially designed and built for the 
10,000,000 young children in American homes. A great 
market! Make your trade children’s-jewelry conscious. KID- 
DIE KRAFT Jewelry is the logical, the lasting, the ideal gift 


for the child! 


A Complete Line 


KIDDIE KRAFT covers the entire jewelry field. 
A quality line to retail from $1.50 to $10.00. Made 
in gold filled—solid—genuine diamonds. 


MARATHON 
ATTLEBORO 


Sold Through The Wholesale Jeweler 
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This Rich Display FREE! 
Marvelous for Window or Show Case 


vat 

















Hand-Colored 


GIFT FOLDER 
To personalize the Gift 


Each piece is packed in in- 
dividual, velvet-lined box, 
with hand-colored gift folder. 
A sales unit with tremendous 
sales appeal! 


COMPANY 


MASSACHUSETTS 
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[Ouer 10,000,000 Readers of 20 National Magazines} 


She Welds Nadt Lonered Hutch ts 


LUNGINED 


onus * S MORE OBSERVATORY 
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hs VOR I ACCURACY AWARDS 
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PAE WATCH OF LONGINES WATCHES 
TION AB CAL HAVE BEEN SOLD IN 77 
IATION FOR ‘ 

) S ) ? 
IMING COUNTRIF FOR YEARS 
WORLD'S 
RECORDS 


New York * Paris LONGINES-WITTNAUER WATCH ou i i one Montreal * Ger 


d 
LQNGINES ae, ee ee * WITTNAUER WATCHES . AGASSIZ WATCHES : TOUCHON WAT CAVES 


[Will Read Longines Full Page Advertisements in 1938 

















NOW FOR THE FIRST TIME 
15 Jewel ELGINS at this low price 

















2799 @ Semi-Bagu- 3701 e@ Semi-Baguette, 15 3743 @ Semi-Baguette, 3745 @ Semi-Bagu- 
ette. 15 jewels. 10K jewels. 10K natural gold 15 jewels, 10K natural ette, 15 jewels, 10K 
natural gold filled filled case.. Silk cord with gold filled case. Silk cord natural gold filled 
ease. Silk cord with ratchet center. Raised figure with ratchet center. case. Silk cord with 
ratchet center. Raised dial. Raised figure dial. ratchet center. Raised 
figere dial. Consumer Price $33.75 Consumer Price $33.75 figure dial. 

Consumer Price $33.75 List Price $33.70 List Price $33.70 Consumer Price $33.75 
List Price $33.70 List Price $33.70 


A Sensational New Series 
READY FOR IMMEDIATE DELIVERY 
Order from our nearest office 


for all AMERICAN\WATCHES 
















Rae DIRECT 
HEINER RS nnn 


CHICAGO New YORK CITY 


* 
ae saint DENVER FO SASS £ L G | N 
from STOCK CARRIED HAMILTON 


AT ALL OFFICES 
Zones 1-2-3-9-10-12-13-14 


WALTHAM 
MANHEIMER WATCH CO. | LOUIS MANHEIMER & BROS., INC. 


35 EAST WACKER DRIVE 
CHICAGO, ILL. 20 WEST 47TH ST., NEW YORK CITY 


220 West Fifth St., Los Angeles, Calif. ton St., Boston, Mass. 
Steel Bidg., Denver, Colo. 1 eatoaens:) 0 se ied ancy mammanin 


* 
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SCOTCH CELLULOSE TAPE 


Seal packages with Scotch Cellulose Tape 
in the new, streamlined Heavy Duty Dis- 















penser and you'll produce more attractive 
\ packages in faster time! 

\ Scotch Cellulose Tape is applied instantly 
\ without water—a touch of the finger and 
you have a strong, positive seal that will 
not loosen. 


Made of heavyweight cellophane—tfully 
transparent or in bright colors and 


printed designs. 





























Made and patented in U.S.A. by 


MINNESOTA MINING & MFG. CO. 
SAINT PAUL MINNESOTA 


Under one or more of the following U. S. Patents: Nos. 1357020, 1779588, 1856986, 1814132, 1895978, 1959413, 1954805, Re. Nes. 18742. 19128, 


Canadian Manufacturers and Distributors—CANADIAN DUREX 
ABRASIVES, Ltd., Toronto, Canada 





ORDER BLANK 


GENTLEMEN : J.C. 438 
Please ship me the items I have checked: 


0 2 rolls Trans. Scotch Cellulose Tape }4x2592 in..... @$1.15 $2.30 

C 4rolls Med. Green Scotch Cellulose Tape 14"x2592in.@ 1.09 4.36 

(1 4 rolls Red Scotch Cellulose Tape ("x2592 in... . . . @1.09 4.36 
(Other colors available are: Gold, Silver, Black, White, Med. Blue. 
Light Green, Red and Silver Stripes, Green and Silver Siripes, 
Silver Stars on Blue—all colors $1.09 per roll.) 

£) GM Bk RI Se IITs 0 5 0's 0.5 0s 6c ca wnbbacccacesesiccecds 

CB Mae Ber UR. ooo 560 dove taceaccehsccasesuudex $1.40 





Name City Oe a ei 








Address. Your Whelssal 
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2 NEW WATCHES 


THE “BUCK” 


DOLLAR WATCH 


America has never forgotten Ingersoll’s first 
dollar watch: “The watch that made the dollar 
famous!” So now Ingersoll gives you “Buck”. 
Ingersoll “Buck” builds up your floor traffic. 
Furthermore, it brings children to your store — 
opening up a vast new market for you. Win the 
trade of people while they’re young. They will 


come to you later for expensive watches. 





This smashing bull’s eye display accompanies your order 
for a dozen “Bucks”. It’s a magnet for dollars. ou pay 
only $9.24. Specify #85 Buck Display Deal. 


WRIST WATC 


The low-priced running mate to “Buck” is the 





new Swagger. It’s just the wrist watch to help 
jewelers broaden their trading range. Selling for 
only $2.39, it will bring flocks of new customers 
to you. You'll be making sales that you other- 
wise would miss. Swagger has the regular, tested 
Ingersoll movement. Chrome-plated case. Real 


leather strap. Most popular styling. 


eSNG WOU 

aii — WATCH HHL 
Wi, 39 | 
Lives 
bhatt 


3 Swaggers cost you only $5.01 ($1.67 each) and come 
to you packed on colorful display above. Specify #86 
Swagger Distlay Deal 


INGERSOLL-WATERBURY COMPANY, Division of Waterbury Clock Company, WATERBURY, CONN. 
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Pa Se act ao a a 


WW: your initial order for 4 Close-Shavers, placed 

either direct with us or through an authorized dis« 
tributor, we will include one transparent Close-Shaver 
with non-breakable case. Packed in a beautiful gift box! 
Retails for $16.75! Absolutely free, with the understand- 
ing, however, that the demonstration models obtained 
free under this offer are not to be sold prior to May 1st. 
Also, with each additional order for 10 shavers, you get 
another transparent $16.75 model free! Blanket orders 
will be accepted for deliveries during the period of this 
offer. Additional transparent models can be purchased, 
as needed, at $16.75, less regular discounts. 


Bigger discounts— Bigger profits 
You order 4 Close-Shavers at $15.75 each. . . $63.00 Retail 
You get FREE one Transparent model..... 16.75 
379.75. 


YOUR COST OF $40.96 EQUALS 48.6% DISCOUNT! 
It’s the finest deal ever offered on an electric shaver. 


Mail the coupon today ... this offer is good only until 
May 1st! General Shaver Corp., Bridgeport, Conn. 





THE FIRST 
TRANSPARENT SHAVER 


lets your customers actually 
see the wheels go round. 
Wonderful for demonstra- 
tion use. In ade luxe leather 
covered, chromium- 
trimmed case it’s a great 
gift item...different, prac-, 
tical, handsome! 











AUTHORIZED DISTRIBUTORS 


Druggists’ Supply Corporation Affiliates 
General Electric Supply Corporation 
McKesson & Robbins 
H. E. Shaw Company 
Westinghouse Electric Supply Company 











GENERAL SHAVER CORP., Dept. A2 
Bridgeport, Connecticut 


Gentlemen: 
Please enter my initial order for 4 Rem- 
ington Rand Close-Shavers and send 
cnecx the new Transparent Model as ex- 
HERE plained above. 


Please send me additional Remington 

Rand Close-Shavers as indicated, in- 
insert Cluding free demonstration models to 
QUANTITY which this quantity entitles me. 


Name 





Address. 








If you regularly buy from one of our authorized 
istributors, please mention name so we can 
credit them with the sale. 


Soleiadestenientenentamtemtaaeaiatiaie 





Er 


| EEE 
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WATCHES 


~GRUEN launches smashing 


| campaign on sensational new 


CURVEX™ 


"Ved to fit the side of the wrist 





cu 








HIS month America is reading the news of DALE CARNEGIE 


another revolution in wristwatch design by brings Watch-buyers into Gruen 


Gruen—a beautiful new Gruen Curvex actually Jewelers’ Stores! 


curved to fit the side of the wrist. This newest 1" addition to having the headline watch 
5: : : 1 : of 1938 to offer their customers, Gruen 
Curvex is featured in an exclusive nation-wide Jewelers are enjoying the profits of a 
advertising campaign that is as new, as different, unique merchandising scoop—presenting Dale Carnegie’s 
latest volume to graduates and to friends and parents of 


graduates, “How to Get Ahead in the World Today.” 





and as smart as the watch itself. Full pages in 


colors are appearing in The Saturday Evening 


Post, Esquire, Ken Magazine and The NewY orker. 
*Trade Mark Reg. U.S. Pat. Off. No other manufacturer is per- 
mitted to make the Curvex or to use the name. Patented U. S. 
Patents No. 1855952 Re. 20480. Canadian Patent No. 370997. 


Copyright 1938, The Gruen Watch Company 


THE GRUEN WATCH COMPANY «+ TIME HILL + CINCINNATI «- JU. S. A. 


IN CANADA: TORONTO, ONTARIO 
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MARION TALLEY 


Metropolitan opera star, who is 
heard Sundays over NBC on the Ry- 
Krisp program, wears a necklace 
and ring of fine imperial jade and a 
carved jade bracelet. Jewelry cour- 
tesy of Donavan & Seamans Co., Les 
Angeles. The ancient amulet is by 
courtesy of Koke, Slaudt & Co., Les 
Angeles. 








ae takes its name from the Spanish “‘piedra de hijada,” the 
stone of the side, and in former times it was considered a 
protection against ills of that region. Another old name with the 
same thought was “lapis nephriticus,” or kidney-stone, from 
which the present name nephrite is derived. The general term 
“jade” includes massive varieties of two minerals, jadeite, which 
varies in color from pure white to emerald green, dark green and 
pale lavender, and nephrite, which is found in all shades of green 
and also white, brown and lavender. Upper Burma supplies most 
of the jadeite, while Eastern Turkestan, China and New Zealand 
are the important sources of nephrite. A library could be assem- 
bled from what has been written about jade and the marvelous 
Chinese carvings, some of which date from the 11th Century 
B.C. The toughest of all gem stones and relatively hard, jade 
is admirable for rings, pendants, necklaces and ornamental objects. 








ae eee eee 
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= Easter is so 
intimately identified with religious 
faith, merchants need unusual deli- 
cacy and restraint in their promotions 
of articles associated with the occa- 
sion,” commented Alfred Morell of 
New York, president of the Jewel- 
ers Association of New York and 
vice-president of the Empire State 
RJA. “Nevertheless carefully pre- 
pared windows and advertising that 
feature crosses and religious goods 
are certain to result in more sales of 
these items than for many, many 
years. Fashionable women are now 
wearing various types of crosses— 
some set with diamonds or with ca- 
bochon and brilliant colored stones, 
others engraved or chased, and still 
others without ornamentation—and 
the demand for crosses will be even 
more marked during the fortnight 
preceding Easter. The present vogue 
may be said to date back to the brace- 
let of crosses introduced by the 
Duchess of Windsor. In the manu- 
facturing jewelry industry, crosses 
have been a sustaining feature for 
some time past, and in recent weeks 
the demand for this type of jewelry 
has been supplemented by a brisk call 
for lockets. Both types call for chains, 
so the findings manufacturers have 
benefited by the activity in these 
lines.” 


® 


, Cares and other 
merchants in Australia are optimistic 
for this year’s outlook, after enjoy- 
ing exceptionally good business in 
1937. This was the opinion expressed 
last month by Mark Barnett, gen- 





Old Masters photo 


An old French Easter legend, retold in a window display by Virginia Dixon for Black- 
Starr G Frost-Gorham, Inc., New York. The shadow box illustrates the foik tale that 
on Good Friday the church bells leave their towers and go to Rome, returning on 
Easter Day scattering gifts and ribbons. The story was explained on the window 
card, while jeweled gift suggestions were shown on the painted steps below ihe 
shadow box. The bells were made of crepe paper with paper wings and trailing rib- 
bons of cellophane. The church spire was painted on the background The shadow 
box itself and the steps were painted pale pink and were shown against black velvet 


eral manager of Angus & Coote, 
Ltd., Sydney retail, wholesale and 
manufacturing jewelers, when he 
visited the offices of THE JEWELERS’ 
CircULAR-KEYSTONE in New York. 
One of the reasons for the current 
feeling of optimism is the fact that 
the scheduled Empire games will at- 
tract thousands of visitors to Aus- 
tralia this spring, stated Mr. Barnett. 
Here on a buying trip, Mr. Barnett 
intended to remain in this country 
until March 29 when he was sched- 
uled to sail for home from San 
Francisco. 


® 


Said R. J. Slagle, 
of the Houston Watch Co., Inc., 
Houston, Texas, president of the 
Texas Retail Jewelers Association, 
which will meet at San Antonio, 
April 21-23: “Instalment selling is 
highly important to every retail 
jeweler in the country. Its sound use 
will further promote prosperity and 
result in mutual benefit. However, 
many jewelers through desire to gain 
tremendous volume overlook the fact 
that over-selling the individual is de- 
structive. 

“Jewelry is a thing that attracts 
attention; its color and beauty fasci- 
nate, combined with the fact it is the 
gift that lasts. Yet when sold on 
long terms with no down payment 
and no carrying charges, it often 
plunges the buyer into debt beyond 


30 


the power to pay. Such instalment 
selling should be checked in the inter- 
est of the buyer, and also to preserve 
through the years the economic struc- 
ture of the jewelry business. I am 
glad to see the pendulum swing back 
to sane instalment selling.” 


© 


4d 
W. emblem manufacturers 


have recently been damned by the 
balance of the industry because we 
requested permission to continue the 
use of 8-karat gold, which in our 
particular case has been used for 77 
years,” said A. W. Russell, president 
of Irons & Russell Co., Providence, 
R. I., makers of emblems, with refer- 
ence to the recommended commercial 
standard for articles made of karat 
gold, the text of which was published 
in this journal last month. “And 
when I say 8 karat I mean 8 karat 
and not 7%4 karat or 7% karat. 

“Incidentally, the standard refuses 
the exemption of pintong joints and 
safety catches. Again the balance of 
the industry has worked a distinct 
hardship upon us emblem makers, for 
in many cases the cost of the findings 
will exceed the cost of the item itself 
with nickel silver findings. 

“Please do not gather I am op- 
posed in any way, shape or manner 
to raising the standards of our indus- 
try. Since 1861, Irons & Russell Co. 
has been in the vanguard of every 
move in this direction. Consequently, 
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when self-righteous individuals de- 
mand the elimination of practices 
that have been in existence for many 
more years than they have lived and 
then break the intent if not the spirit 
of a law now on our statute books, 
it does arouse one’s ire a bit.” 


& © 
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> a upon a time a 
group of men were assembled, dis- 
cussing matters of import,” narrates 
“Talks on Silver,” a brochure in seven 
chapters published by Reed & Barton, 
Taunton, Mass., to help retail jewel- 
ers in making presentations before 
‘ women’s clubs, service groups and 
other audiences. ‘The discussion 
finally came to the question: How old 
is the spoon? It was quite generally 
agreed that the spoon as an implement 
included civilization, i.e., it was used 
by the barbarians. But the exact age 
of the spoon could not be determined. 
In desperation one of the gentlemen 
suggested that the age of the spoon 
could better be determined by ascer- 
taining the age of soup—and thus we 
leave it to you.” The brochures were 
prepared in connection with the show- 
ing of Reed & Barton’s motion pic- 
ture, “The Art of Silversmithing” 
which is now touring the United 
States. The picture is one of the first 
full-color industrial pictures made in 
this country. 


® 


4d 
‘Shee is today a 


definite trend toward refinement in 
credit selling generally and, there- 
fore, the entry of the better jewelry 
stores into this well organized and 
fertile field seems timely and thor- 
oughly justified,” said Tinley L. 
Combs of Omaha, Neb., chairman 
of ANRJA’s installment selling com- 
mittee, at the association’s mid-year 
convention at Minneapolis. “We 
have a place in this sales field and 
we must take a part in it. It is far 
better to be submissive—if not en- 
thusiastic—than to stubbornly oppose 
it; and we, right now, are so nearly 
100 per cent for it that we should, 
every one, join in the rightful entry 
of our entire industry into this mod- 
ern field which the public wants us 
to enter, and will patronize us in it. 
The public is increasingly learning 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1938 


that our diamonds, gem stones and 
precious metals are resisting the kill- 
ing effects of depressions, recessions, 
both kinds of flations, droughts, and 
the appalling gymnastics of the stock 
markets, more than any other pos- 
sessions of this day and it is high time 
we made it easier and safer for peo- 
ple, of all degrees of wealth to own 
our jewelry store merchandise.” 


e® 
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Whe said business 
was bad?” challenged D. B. Hollis- 


ter, General Electric’s clock division 
advertising manager. “During Jan- 
uary, normally the worst month of 
the year for clock sales, thousands of 
enterprising General Electric clock 
dealers ganged up on the d-p—ss—n 
(mustn’t say the naughty word) and 
bought 114 per cent more clocks than 
during the same month last year. 
And 1937 was supposed to be a good 
year, back in January. Who said 
d-p—ss—n? Phooey!” 


® © 


dd 

The convention season really 
gets under way this month in the 
jewelry industry, and this year— 
more than ever before—every respon- 
sible jeweler should take part in the 
conventions, both state and national,” 
said William D. McNeil, president 
of ANRJA. “I think it was Teddy 
Roosevelt who said that every man 
owes a part of his time to the busi- 
ness in which he is engaged and on 
that basis, every jeweler should make 
his contribution. Help is needed, co- 
operation is desired. It is the associa- 
tions that assist you in your problems 
—legislative and otherwise. Certain- 
ly, this is a time when associations as 
well as individuals have to watch 
taxes. City, county, state and federal 
are increasing and multiplying and 
the brakes will have to be applied 
somewhere. Join your associations 
and let them be the watch-dogs of 
the industry from that angle.” 


oe 


M4 
May the Lord help 


the man behind a watch repair coun- 
ter unless he understands human na- 
ture and watch repair work,” Ben- 
jamin Mellenhoff, past president of 
the Horological Society of New 
York, said last month in a talk before 
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the Horological Guild of Philadel- 
phia. “Lack of tact, a wrong word, 
often has meant a dissatisfied cus- 
tomer. It is the practical, intelligent 
man behind the counter who can make 
the incoming lion go out like a meek 
lamb. How often have the remarks, 
‘It looks as if you had dropped it,’ 
‘It looks like a damaged staff,’ etc., 
lost valuable customers? It has been 
proved that the only way, the best 
way, the one way, is to ask that the 
customer leave the watch for careful 
inspection to determine just what the 
damage is and what caused the defect. 
Then and only then should you state 
what is wrong. It is then that a 
proper estimate for repair should be 
submitted. A fixed or immediate 
price for repair work is very danger- 
ous. Summing up, we can say that 
the man behind the counter must have 
the technical knowledge—must know 
the whole field of watchmaking, re- 
pairing and the alteration of cases. 
He must be capable of making prac- 
tical and worthwhile suggestions. He 
must cooperate with the shop fore- 
man. He must consult with the !at- 
ter on every point about which there 
might be the slightest doubt. And 
finally, he must be a diplomat.” 


¢ © 
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is Claus 


always wears a red suit. When you 
don’t see the red suit, get the facts 
before you invest,” advises the In- 
dianapolis Better Business Bureau 
Bulletin. 

The Indianapolis B.B.B., studying 
the advertised FREE offers appear- 
ing in one day’s newspaper advertis- 
ing in another city, discovered that 
in order to get the “free” items it 
was necessary to purchase other mer- 
chandise with a total cost of $652.40. 

In still another city approximately 
the size of Indianapolis, in one day’s 
newspapers, consumers were offered 
13 different “free” articles; yet the 
minimum purchases required to ob- 
tain the “free” items were $273.98. 
One of these offers was a radio with 
every purchase of a diamond ring. 

Three Indianapolis newspapers and 
two radio stations refuse local adver- 
tising containing the word “free” un- 
less the article offered can be had for 
the asking, without an obligation to 
purchase other merchandise or to per- 
form a service in order tc get it. 




















General Assembly of Md., Session—1937 
House Bill 111 
A BILL ENTITLED 


AN ACT to add five new sections to Article 27 of the Anno- 
tated Code of Maryland (1924 Edition), title ~Crimes and 
Punishments”, to be under sub-title ~Fraud—Watches”, said 
new sections to be known ax Sections 234A, 234B, 234C, 
234D and 234K, to follow immediately after Section 234 of 
said Article, detining second-hand watches, regulating the 
sale and advertising for sale of second-hand watches and 
providing penalties for the violation thereof. 


Section 1, Be it enacted by the General Assembly of Mary- 
land, That tive new sections be and they are hereby added to 
Article 27 of the Annotated Code of Maryland (1924 Edition), 
title “Crimes and Punishments”, to be under sub-title “Fraud— 
Watches”, said new sections to be known as Sections 234A, 
23.48, 234C, 234D and 234E, to follow immediately after Sec- 


tion 234 of said Article, and to read as follows: 


sow wit & 


1 234A. Derixrrions. As used in-this sub-title: 

2 A. “Person” shall be deemed to mean a person, firm, part- 
3 nership, association o1 corporation. 

4 B. “Consumer” shall be deemed to mean an individual, firm, 
5 partnership, association or corporation who buys for his, her 
6 or its own use, or for the use of another but not for resale. 

7 €. A “second-hand” watch shall be deemed to mean: (1) A 
8 watch which, as a whole, or the case thereof, or the movement 
9 thereof has been sold to a consumer; provided, however, that 
10 a wateh which has been so sold and is thereafter returned, either 
11 through an exchange or for credit, to the same person who 
12 wold such watch to the consumer, shall net be deemed to be a 
18 second-hand watch for the purpose of thix Act if such person 
14 keeps a wriften or printed record setting forth the name and 
15 address of the consumer, the date of the xale to the consumer, 
16 the name of the watch or its maker, and the serial numbers 
iF o¢if any) or if none, any other distinguishing numbers or 
18 identification marks on the case and on the movement of the 
1h wateh, the aforesaid record to be kept for at least three years 
20 from the date of the sale of the watch and to be open for 
21 inxpection during all business hours by the Stafe’s Attorney, 


22 or his representative. of the counts or Baltimere City in 


23 which sneh person is engaged in business: or 
24 42) Any watch whose case or movement serial numbers or 
25 other distinguishing numbers or identitication marks have been 
26 erased. defaced, removed, altered or covered. 


1 2348. Any person, or any agent or employee thereof, who 
2 xellx a second-hand watch, «ball affix and keep affixed to the 
3 same a tag with the words “xecond-hand™ legibly written or 
4 printed thereon in the English language. For the purposes of 
5 this sub-title, “sell” shall be deemed to include offer to sell 
6 or exchange, expose for sale or exchange, poxsess with intent 
7 to xell or exchange, and sell or exchange. 


° 
1 244C. Any person, or any agent or employee thereof. who 
2 xéllx a necond-haind watch shall deliver to the rendee a written 
3 invoice wetting forth the name and address of the vendor, the 
4 -name and address of the vendee, the date of the sale, the name 
5 of the watch or its maker, and the serial numbers (if any) or 
6 other distinguishing numbers or identification mark« on its 
7 case and movement. In the event the serial numbers, or other 
& distinguishing numbers or identification marks have been 
9 erased, defaced, removed, altered or covered, this shall be set 

10 forth in the invoice. A duplicate of the aforesaid invoice shall 

11 he kept on file by the vendor of such second-hand watch for 

12 at least one year from the date of the sale thereof and shall 

13 be open to inspection during all business hours by the State's 


14 Attorney or his representative of the county or Baltimore 


‘15 City in which the vendor ix engaged in business. 

2341. Any person advertising in any manner second-hand 
watches for sale shall state clearly in such advertising. that 
.the watches so advertised are second-hand watches. 

234E. Any person, firm, partnership. association of corpo- 
ration or any member, officer, agent or employee thereof, who 
shall violate any provision of thix sub-title, shall be guilty of a 
misdemeanor, and, upon conviction thereof, shall be punishable 
by a fine of not Jess than one hundred dollars and ‘not more 
than five hundred dollars, or by imprisonment for not more 
than three months, or by both such tine and imprisonment. 


SaAweete Btw ee Be ow 


Sec. 2. And be it jurther enacted, That this Act shall take 
effect June 1, 1927. 
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“Five dollars for your old watch!” “Ten dollars 
from us!” “Hold on, we'll allow $15 or $20!” So 
compete the ads for trade-in watch sales, which 
are resulting in tremendous quantities of old 
movements and cases. Ought manufacturers ab- 
sorb and destroy these watches? Existing second- 
hand watch laws must be rigidly enforced. The 
41 states without such protection for public and 
industry should rush measures against racketeers 
who sell ‘‘face-lifted’” watches as new ones at 
cut prices. 


by 
P. M. FAHRENDORF 


Publisher, Jewelers’ Circular-Keystone 


The trade-in watch sales that 


are being extensively advertised all over the nation, are 
creating much comment within the jewelry industry. In 
some cities one jeweler offers at least $5 allowance for 
any watch regardless of make, age or condition; then 
another comes along a few days later offering $10, and 
still another raises the ante to $15. 

Many jewelers are apprehensive over the soundness 
of the policy. Their concern is based not upon the mere 
fact of trade-in, but the tendency for one jeweler to outdo 
his competitor across the street in the amount that is 
allowed on the old watch—which may have an actual 
salvage value of 50 cents, plus the recovery value of the 
case if the latter happens to be karat gold. 

Be it remembered that the automobile industry has had 
one grand and glorious headache with second-hand cars 
ever since trade-ins were featured. 

Further than that, the big question in the minds of 
the entire industry is: “What is going to happen to the 
traded-in watches?” If they were to be destroyed, 
smashed with a pile-driver, dumped into the ocean or 
definitely done away with in some way or other, it would 
be a tremendous factor in helping the retail jeweler sell 
more new watches at a fair price, and manufacturers and 
importers would do a bigger and better business. 

In an effort to eliminate from the field of competition 
many of the old watches taken as part payment on a new 
watch, the California Retail Jewelers Association recent- 
ly voted the following resolution: ‘“Whereas trade-in 
watch events, while having a stimulating effect on watch 
sales, have a tendency to create a great number of second- 
hand watch sales, and whereas relief from this aggrava- 
tion must eventually come from the same source, be it 
resolved that the California Retail Jewelers Association 
go on record as favoring a movement on the part of 
manufacturers similar to the one adopted in the auto- 
mobile industry wherein the manufacturers absorb and 
destroy many of the watches now accepted as trade-ins 
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DF THE OLD WATCHES? 


and which find their way back into the retail market once watch law. They are as follows: California, Delaware, 
again.” (The italics are ours.) Illinois, Indiana, Maryland, Michigan and New York 

But this happy issue out of the traded-in watch afflic- (which wrote the original law upon which subsequent 
tion is questionable. The honesty and good faith required acts by other states were patterned). Practically all of 
in a plan of this kind would subject many jewelers to (Please turn to page 63) 


such strain that worthless old watches would continue to 
be tinkered with, polished off, set into cases shiny with a 
breath of gold plate, and sold to unsuspecting consumers 
as new watches at “cut” and “reduced” prices. 


It is the opinion of the thinking men of the industry | unui, 
that a second-hand watch law, rigidly enforced, is abso- 
lutely essential for every state, and on that basis there ; . mel N 
is reproduced herewith the complete bill as enacted by ‘2 
the state of Maryland. Unfortunately to date, there are 
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only seven states in the Union that have a second-hand 
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Seiddine Gorham, Inc., in 
Chicago, pioneered an idea six to seven years ago. Five 
jewelry stores in Boston last month re-demonstrated its 
success. And now, with jewelers climbing aboard from 
shore to shore, the “place setting plan’ for selling sterling 
silverware, is the talk of the industry. Roswell H. 
Houghton, manager of the silver department in A. Stowell 
& Co. at Boston, called it the greatest development in sil- 
verware merchandising during his 32 years in the business. 

The place setting plan gets attention in this month’s 
Good Housekeeping and in House Beautiful for May. 

This is how it works: $15 to $16 becomes the average 
unit of sale for sterling flatware, and sales are made at 
intervals of once a month or so to each customer using 
the plan. The “place setting” includes one knife, one 
fork, one tea spoon, one cream soup spoon, one salad 
fork and one butter spreader. The result is that women 
who thought they “couldn’t afford sterling” and so would 
have bought something else for their homes, and others 
who were buying only one or two pieces of silver at a 
time, soon find themselves proud possessors of complete, 
lovely sterling services, on a budget within their means. 
And the jeweler has an additional quota of satisfied cus- 
tomers. 

“The place setting plan is sensible because it induces 
people who are buying a few pieces at a time to buy 
larger sets and to build them sooner,” said Mr. Hough- 
ton. “Many young married couples, for instance, who 
could not afford sterling at the time they were married, 
will now be encouraged to purchase two settings, just 
right for themselves; in a month or so the addition of 
another place setting will make it possible for them to 
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SERVICES 


By JAMES MORRISON 





entertain a guest, with pride in their table service, and 
they will probably go on from there to complete a ser- 
vice for six, eight or twelve, under the plan.” 

Place settings were promoted last month by five old- 
established stores in Boston, A. Stowell & Co., Shreve, 
Crump & Low Co., Bigelow-Kennard Co., Thomas Long 
Co. and Smith-Patterson Co. All of them agreed that 
the plan would not detract from larger sterling sales, 
because parents who can afford to buy their daughter a 
chest of sterling will continue to do so, but on the other 
hand would build complete services for many brides with- 
out affluent families. “Customers often come in looking 
for a wedding present that costs in the vicinity of $15 to 
$20,” said Mr. Houghton, “and for them the gift of a 
place setting, in the pattern of the bride’s choice, has 
great appeal. Of course, we keep a record of each bride’s 
pattern and what pieces have been purchased.” 

Besides making it easier for more customers to buy 
more sterling, Boston jewelers liked the plan from the 
first day because it provided mental stimulus for the 
salespeople. The special windows, the interior displays 
of place setting groupings, and the leaflets which several 
manufacturers have prepared for distribution to customers 
gave them new and important sales ammunition. 

The place setting plan is no “flash in the pan” to be 
pushed for a few weeks and then dropped for some other 
scheme. Its history in at least two cities proves it works 
best as a permanent policy. Spaulding-Gorham, Inc., in 
Chicago, has featured the plan during the last six years 
with brilliant success, and other firms which have dem- 
onstrated the plan’s power to create new business over 
a period of years are Marshall Field & Co., Inc., of 

(Please turn to Page 74) 
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Key to place services. |, King Edward, Gorham Mfg. Co ; 2, 
Rose Point, R. Wallace & Sons Mfg. Co.; 3, Meadow Rose, the 
Watson Co; 4, Symphony, Towle Mfg. Co., and 5, Pointed 
Antique, Reed & Barton Corp. Above center, an effective win- 
dow display of many place settings that stopped the crowds in 
front of A: Stowell & Co., Boston. Above, right, Bigelow-Kennard 
Co. told New England about the place setting plan with this 
rotogravure advertisement, five columns wide by 15 inches deep. 
Directly above, “Good Housekeeping” for April informs its 
readers of “a new way to buy your silver” and pictures 18 popu- 
lar sterling flatware patterns 
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Earl Miller, 


"Ee late Theodore Roosevelt 
is indirectly responsible fer the success of one of Detroit’s 
leading jewelry institutions. Some 30 years ago during the 
reign of the fiery president, Miller founded the business 
that today bears his name. 

Mr. Miller was greatly impressed by of the 
speeches by the hero of San Juan Hill, and the late Rough 
Rider’s views gave the jeweler the principle that has en- 
dured these many years. 

To a vast audience gathered to hear him, Teddie 
remarked : 

“.. . [ stand for the square deal. But when I say | 
stand for. the square deal, I mean not that I stand for 
fair play only under the present rules of the game, but 
that I stand for having those rules changed so as to 
work for equally good service.” 

Miller, however, has found it unnecessary to change 
his original plans. Today as yesterday, fair and square 
service is warranted by his customers, and he knows that 
time will not change such rock-like principles. 

The years have marked progress for the little store on 
Times Square, for in three decades is has grown to two 
establishments, the main store covering nearly half a 
block, employing close to a hundred skilled technicians 
and salesmen. The people of Detroit recognize Miller 
as more than a jeweler, he has become one of the city’s 
leading traditions. 

The second of the Millers to carry on the business is 


one 


right, pauses for a moment at the watch counter with two associates. 





young, energetic Earl Miller whose keen business mind 
has carried the family name to new highs. He is ever 
alert to new ideas, but his sound nature does not permit 
him to become involved in any fly by night schemes. 

Concerning the secrets of his merchandising plan, a 
plan that has proven tremendously successful, Earl Miller 
remarks that any alert and wide-awake jeweler can 
achieve like success if he adheres to a few well-estab- 
lished rules. 

He must carry reliable products; advertise truthfully 
and tactfully; merchandise thoroughly. Therein lies a 
simple plan of a successful selling scheme. 

For example, in the case of watches. In the past year 
his sale of watches has increased 64 per cent over the pre- 
ceding year. And their sale will continue to increase due 
to the following reasons: 

The tremendous program of national advertising being 
instituted by manufacturers through the media of news- 
papers, periodicals, and the radio. 

The recognition of these nationally advertised brands 
by the public at large. 

The effect of institutional radio advertising. 

Practical and effective merchandising. 

The program of national advertising has become so 
wide in scope that anyone in contact with the outside 
world at all, has his attention called to it. The purpose 
of these advertisements is first to catch the interest of 
the potential buyer with testimonials by prominent 
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by 
FRANKLAND BACH 


local newspaper, and showed me his insert. It lacked 
coherency, stressed only price, and was located in an in- 
conspicuous corner. He stated that he’d tried it for a 
couple of days and then dropped it for lack of results. 
I remarked that time and time again my ads on specific 
leaders did not produce results for nearly a month after 
their insertion. But they did produce for two reasons: 
they were constantly before customers and they were 
simple and coherent. 

“Tt is true, advertising does not pay off in immediate 
sales, but if continued it is bound to give gratifying 
results.” 

The question of radio advertising arises, and in con- 
nection, the value of it to the relatively small merchant. 
Again the large manufacturer has placed before the pub- 
lic a product; and they must know where to obtain his 
product. You as a local merchant must satisfy their de- 
sires. The medium of radio has been proven again and 






Part of the store which today is a Detroit tradition. 


athletes, explorers, leaders in social and financial world; 
then attention is focussed on the manufacturer's reliability 
and background. After interest and attention have been 
captured, the movement has been set afoot to buy. The 
ground work is all done for the small jeweler. 

But what has that got to do with me, cries the inde- 
pendent jeweler. Earl Miller has the answer: “One of 
the leading manufacturers is soon to release his adver- 
tising program for the coming year. This program will 
cover the entire country. His product will be seen by 
millions of people. Some of these people will be poten- 
tial customers of mine, and yours, too. Since that is the 
case, I intend to tie up my local newspaper and periodical 
ads with his program. By doing this immediately, readers 
will assimilate the two ads. Their attention and interest 
has been caught by the manufacturer’s ads, and my ad 
will show them where and how much this product is. 
Since they have been impressed they will come to the 
store that they know has the product advertised. 

“Local advertising should not be spasmodic if it is to 
be effective. I once knew an up-state jeweler who com- 
plained that advertising was a waste of money. When I 
inquired how and when he advertised, he produced a 
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again as effective a medium as newspapers and periodicals. 
Yes, in some locales it is just the opposite, but in not so 
many years every corner of the country will be penetrated 
by “local” radio advertising. 

The manufacturer contracts for a number of daily time 
signals; they being one-minute spot broadcasts. Local 
jewelers can take advantage of this and purchase several 
one-minute spots alternate with the national broadcasts. 
You identify yourself as a jeweler and the same effect is 
reached as in newspaper advertising, the public becomes 
accustomed to both brand and store. 

Probably the most subtle form of radio advertising is 
the institutional radio program. Built for entertainment 
rather than a sales mechanism, it produces results grati- 
fying to all who use it. An argument in its favor can be 
given by the example of the tremendous increase in sales 
of a well known dessert through their Sunday night 
program. They have such faith in its ability to produce 
that they have signed the present artist for a period of 
five years, a contract unheard of before in radio circles. 
Naturally you cannot hope to spend the amount of money 
that a large concern does for institutional advertising, 

(Please turn to page 66) 
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sain experts contend that most 
business men do not fail through loss of accounts never 
paid, but because, lacking an efficient collection system, 
they cannot collect the money due them when they need 
it most. In periods when business dips, jewelers plagued 
with inadequate collection systems find the going rougher 
than those who use efficient methods. 

The collection system for jewelers that begets maxi- 
mum results with economical outlay, has three essentials. 

1:—Collection records may be bought for as little as 
$5 in any stationery store. 

a:—Ledger sheet, preferably with lines for “terms,” 
“rating,” “credit limit.” 

b:—Filing tray, preferably 5 by 8 inches, for active 
past due cards at front end. (Live file.) Rear end for 
inactive past due cards. (Dead file.) 

c:—Past due cards. 

d:—Numerical index tabs from | to 31, representing 
tab for each day of month to operate tickler system in 
live file. 

e:—Alphabetical tabs for alphabetical filing in dead 
file. 

f:—Folder for credit reports and financial statements. 

g:—Binder for collection analysis chart. 

h:—Folder for collection forsag:or master make-up of 
collection letters individually typed. 

2:—Collection routine. Go through accounts receiv- 
ables daily. Prepare past due cards for delinquent ac- 
counts. Make notation on ledger sheet to show that card 
has been made out, eliminating duplicates and permitting 
use of the same cards on subsequent past due sales. Date 
of sale, customer’s name, address, phone and terms are 
marked on past due card. 

Write collection letters to accounts on cards. Signify 
with form number or symbol the kind of letter written 
and mark on card the date it is to come up for follow-up. 
That date is at the jeweler’s discretion, or the collection 
manager’s. In general, a 10-day spacing is effective. If 
a letter is specially written, not a form, clip the carbon 
to card or file in folder. Mark “Special” in column des- 
ignated on past due card. Forms or individually typed 
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Don't fail to read this explanation of an 
up-to-date collection system; how to in- 
stall it; how it works. A few minutes 
with this article, by an experienced col- 
lection expert, may suggest improvements 
for your records or a new diplomacy in your 
letters. The author supplies eight tested 
rules for writing the collection letter right. 


letters belonging to a.series may be numbered, the num- 
ber placed on past due card for quick reference. A form 
folder should hold all current forms with their reference 
numbers to avoid confusion. 

Check past due cards in active file daily against the 
ledger. These cards are behind the tab card for the day. 
If an account or installment has been paid since the last 
collection letter, mark card accordingly, and file it alpha- 
betically in dead file. If unpaid, send another follow-up 
letter and mark card accordingly, then file ahead to the 
day you want it to come up for follow-up again. If part 
payment has been made, or other changes in the delin- 
quency, note on card. 

Each transfer from ledger page to past due card is 
initialed on ledger page for reference. Being a transcript 
of the ledger page, the past due card should agree with 
its figures. On installment accounts, only the past due 
installments are placed on cards. Differentiate install- 
ment from open accounts with a symbol. 

The tickler system operated in the live file provides 
means to assure prompt follow-up. The bookkeeper or 
collection manager dates the card ahead to the date he 
intends writing again, then places the card behind the 
numerical tab for that day. If he writes a letter on May 
10 and intends following up on May 20, he places the 
card behind the tab 20 in the file. If the customer pays 
meanwhile, the card is “killed” in the daily check-up, 
and is filed in the dead file, thus preventing another fol- 
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low-up. Dunning a customer who has already paid all 
or part of a bill creates unpleasantness and it sometimes 
happens where inefficient collection systems are. used. 

The jeweler cannot get a good perspective of collection 
efficiency unless he compiles a monthly analysis chart 
showing accounts past due according to age, bad debts 
written off, etc. This gives a bird’s-eye view of collec- 
tion progress and total past due outstandings. Many 
jewelers lose money, even though they write collection 
letters promptly because they do not have a clear perspec- 
tive of past dues. Assets are inflated because many old 
accounts are really bad debts but still considered active. 
Monthly scrutiny, by means of a collection analysis chart, 
provides opportunity for quick visualization of all past 
due accounts; hence, prevents undue delay in taking 
action on delinquents and tells when to overhaul the 
credit policy and the methods used in granting credit, 
which sometimes grow lax. 

3:—Collection letter. Mighty important business tool. 
Poor collection letters can wreck a good collection sys- 
tem. The effective collection letter gets the money and 
keeps the customer. Here are eight rules for writing the 
collection letter right. 

1:—Brevity. The short letter suggests immediate ac- 
tion. The long letter implies delay. Except in unusual 
cases, keep the wording to 15 lines or less. Many collec- 
tion letters analyzed by us were found to say the same 
thing in a different way too often, unnecessarily increas- 
ing the length and weakening appeal. 
2:—Courtesy. Pack no dynamite into wordage. Even 

(Please turn to page 5+) 
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FUNCTIONS OF THE PAST DUE CARD (1) 


Size 5 by 8 ledger cards carried by stationers will suffice as 
past due cards, unless the jeweler has special cards printed. 
Bookkeeper makes out a past due card for each delinquent 
account, with name, address, phone, date of past due sale and 
amount. The collection department writes the follow-up letter, 
enters a symbol or form number in column headed “F.U.Letter,” 
and the date, and then under “next F.U.” the date he wishes 
the card to come up again for another follow-up. The card is 
filed in the tickler file behind the tab card for that day, the 
bookkeeper in his daily check-up “kills” the card by marking 
thereon payment and date in columns designated and then files 
the card in the dead file alphabetically, where it remains until 
the customer becomes delinquent again on an instailment or 
open account. If no payment has been made, the card goes 
through the same routine as before. 


THE COLLECTION ANALYSIS CHART (2) 


Enter delinquent’s name in the first column, and note with 
initials whether installment or open account in next column. 
Then list amount past due; if suit has been started, place date 
in column headed “suits”; if judgment has been taken, place 
date and amount in column “judgments.” Under repossession 
column, mark date beside the name of the customer and the 
item repossessed. If any debts have been written off during 
the month, list them in the proper column. Also list legal costs 
beside the name of the debtor who incurred them. A column 
is provided for such entries. Extend the total in last column 
and add up totals at the bottom. The total adding downward 
should equal the total adding crosswise, serving as a check 
upon accuracy. The jeweler may add other headings to suit 
his particular requirements but the same layout is advised 
because it has been found effective by many using it. 
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tlverware Manufacturers 


Behind the Eight-Ball 


By L. W. MOFFETT 


re Sterling Silversmiths Guild 


of America and six individual manufacturers protested 
against any tariff reduction on sterling silverware and 
silver-plated hollow ware in the contemplated reciprocal 
trade agreement with the United Kingdom at a hearing 
on March 22, conducted at Washington, by the State 
Department’s Committee of Reciprocity Information. 

Protestors relied primarily on their briefs which they 
previously filed with the committe and which, it was 
testified, represent the sentiment of at least 95 per cent 
of the volume of the industry. 

Even a slight downward revision of present tariff rates, 
declared Sinclair Weeks, of Taunton, Mass., president of 
Reed & Barton Corp., will result in definite harm to the 
sterling silver craft in this country. Since the quality of 
sterling ware is fixed by law at .925 in both this nation 
and England, he explained, the competition encountered 
in the British product is principally in the design. 

Figures submitted for the record indicated that im- 


40 


ports from Great Britain increased from a value of $52,- 
000 in 1927 to $104,000 in 1936. From Denmark, 
another source of sterling ware imports, came sterling 
products valued at $10,900 in 1927 and $136,000 in 
1937, according to Mr. Weeks. He conceded that the 
statistics were not necessarily impressive but that they are 
significant because they are indicative of a trend showing 
that present rates are not a bar to increased imports from 
Great Britain. 

Mr. Weeks warned that any tariff concessions would 
result in increased sales of both English and Danish silver- 
ware and a corresponding decrease in the sale of Ameri- 
can-made products. 

The witness also objected to any tariff reduction be- 
cause of the downward trend in the present sales volume 
which “makes us all the more concerned.” 

The industry also is “gravely concerned” over the 
possibility of “freezing” under the proposed agreement 
paragraph 1811 under the tariff act which admits duty 
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free silver antiques and other artistic creations, works of 
art, and masterpieces deemed to be of educational value. 

This was the testimony of Edmund C. Mayo, of 
Providence, R. I., president of the Gorham Mfg. Co., 
who declared that misinterpretation on the part of custom 
authorities opens the way for the importation of items 
such as tea sets which are sold in competition with modern 
American-made products. 

“Tf you will visit the Customs Bureau in many ports 
of entry and view the articles of silverware that are ad- 
mitted free of duty,” Mr. Mayo told the committee, 
“vou would be persuaded that the bulk of these articles do 
not add anything to our artistic treasures but are im- 
ported purely for commercial purposes.” 

He pointed out that 96 per cent of all antique silver- 
ware imported duty free in 1937 came from Great Britain 
and was valued at close to $1,000,000. He said this was 
equivalent to 20 per cent of the American production of 
like articles. Mr. Mayo asserted that even the Treasury 
Department, which has jurisdiction over imports, re- 
ports that paragraph 1811 cannot be effectively admin- 
istered. 

Everts C. Stevens, of Meriden, Conn., president of 
the International Silver Co., directed his testimony on 
silver-plated ware, insisting any tariff concessions would 
adversely affect the jobs of employees whom he described 
as “the dominant factor” in manufacturing costs. 
Figures cited by him showed that the value of American- 
made silver-plated hollow ware declined from $9,121,000 
in 1929 to $4,500,000 in 1937. On the other hand im- 
ports from Great Britain increased in value from $118,- 


000 in 1929 to $460,000 in 1937 which he said consti- 


tutes slightly more than 10 per cent of the value of 
domestic production. 

One of the greatest threats to the industry, he said, is 
the importation of silver-plated hollow ware from Japan 
which, under the most favored nation clause, would 
benefit from any concession given under the agreement 
with Great Britain. Although Japanese importations are 
not great at the present time, due probably to the cur- 
rent armament race, he said that their imports increased 
in value from the insignificant sum of $15,000 in 1929 
to $402,000 in 1934, or 10 per cent of the total U. S. 
production. The combined importance from both Great 
Britain and Japan in that year was listed at 17 per cent 
of the total domestic production. 

As a general thing, the competition in hollow ware is 
more severe than in flat ware, he said. 

M. L. Millspaugh, of Samuel Kirk & Son, Baltimore, 
both retailers and manufacturers, told the committee that 
many retail stores have purchased English antiques of 
silver and that in some sections there had been drives to 
increase their sale. As to his own company, he said that ‘ 
occasionally his retail store had calls to supply customers 
with English-made products, and in many cases he had 
seen English tea services sell at prices which the American 
manufacturers with their higher labor rates could not 
meet. 

He joined the other manufacturers in protesting against 
any tariff reductions. Others testifying included W. A. 
Kinsman, of the Towle Mfg. Co.; William F. McChes- 
ney, of the Gorham Mfg. Co., and Alexander Vincent, 
vice-president and secretary of the Sterling Silversmiths 
Guild of America, of New York City. 

The present duty on sterling silverware is 65 per cent, 
and on silver-plated hollow ware 50 per cent ad valorem. 
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ia @ $118,000 IMPORTS OF BRITISH PLATED HOLLOWWARE 
$460,000 


IMPORTS OF ANTIQUE SILVER 


. . . imported duty free were valued at 
almost $1,000,000 in 1937, and 96 per 
cent of it was of British origin. The 
reciprocity agreement would “freeze” this 
classification in the free list. 


$300,000 $400,000 
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51 GIES. 1029 
Woo the Public 


A celebrated economist stated Haven store was under construction, I did more business 
recently that if all the statisticians in the world were —much more business—than I did in the previous seven- 
laid end to end—they would get nowhere. With one week period. And when it was finally finished, its win- 
phrase he upset the applecart of charts, graphs and sta- dows filled with new merchandise, still smelling of paint 
tistics that distinguish the popular business propheseer. and plaster and new construction, my business showed a 
On the other hand, one might quote a widely-known really remarkable increase.’ 
jeweler who has lived through many a business pang and The public fancy is difficult to woo. We say a man is 
growing pain, and who recently spent $35,000 re-vamp- “style-minded” when he purchases a new line that 
ing and modernizing a six-year-old store. “catches on.” Today, a jeweler, faced with the necessity 

He is Joseph Spector, speaking of his New Haven, of moving a large and varied line, cannot afford to let 
Conn., store: people forget his place of business. 

“T have not regretted spending a nickle of that money,” The wooing of public interest means not only turning 
Mr. Spector said. ‘‘In the past few months, I have heard a new, clean face to the world, but creating a sensation 
some people complaining about business. I don’t know of luxury, dignity and new beauty. The new Spector 
what may have happened to other men’s business. But I store does. So does another New England store—the 
do know this: In the seven weeks during which my New new Michaels store in New Britain, Conn.—the newest 
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unit in a chain of well-liked jewelry stores that, even in 
New England, have been called “conservative.” 

These two new stores have both been richly endowed, 
architecturally. This speaks well for their managements 
—well also for their appearances. 

The Spector store is long and narrow, located on an 
inside lot. It is barely 20 feet wide and more than 140 
feet deep, but an unusual plan and interior design add 
to its apparent spaciousness and make all of its elements 
immediately accessible. The cleverness that was engaged 
in this arrangement is a combination of form, color and 
light that speaks of good handling and provides maxi- 
mum display without crowding, and interior interest 
without detracting from the merchandise. It goes an- 
other step toward proving that a good jewelry interior 
is not just an accumulation, no matter how orderly, of 
beautiful fixtures. 


ForM 


The floor cases in the Spector store are worthy of 
special comment, for to increase their perimeter and im- 
prove their display grouping, the designers have _ bor- 
rowed a trick from department store layouts—the use 
of the U-shaped counter. By bending the cases out into 
the floor at intervals, creating a series of showcase al- 
coves, displays are brightened and made more interesting. 
In addition, the center of the floor has been cleared of 
tables and minor displays, making the accounting, optical 













and watch repair departments in the rear more accessible 
and more easily seen. 

The wall fixtures are kept low, brightly lighted and 
are relieved by spaced mirrored displays. Their appear- 
ance suggests that jewelers of this country may adopt a 
common European practice and eliminate the line of de- 
marcation between the wood and form of the wall case 
and the plaster of the sidewall. Our present practice 
still considers the fixtures to be pieces of equipment to 
be fitted somehow into the wall, but never to be made 
a part of it. 
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A third outstanding feature of the plan is its ar- 
rangement of five important “rear of store” elements: 
the accounts’ cages, watch repair, optical department 
(which had to be on center), vault (which had to be vis- 
ible from the street at night), and a flight of service 
stairs to the second floor. 

These elements were capably worked into a horseshoe- 
shaped exedra with the optical department entered 
through a small vestibule on center. The back wall of 
this vestibule, facing the front of the store, was a large 
window opening on the vault in the rear office space. 
During the day, this window is concealed behind an 
attractive curtain which at night is withdrawn. 

A two-man watch repair department and four accounts’ 
windows were arranged about the sides of the horseshoe, 
giving each feature some importance and subduing none. - 
The stairs were worked in over the watch repair. 


CoLor 


A color expert might say: Red attracts twice as fast 
as any other color; or he might claim, with much fac- 
tual evidence to back up his generalities, that “bright 
colors attract and dull colors repel.’’ But of course he 
will be only relatively right. The human fact remains 
that if every manufacturer were to package and adver- 
tise in red, that color would soon lose its appeal, no mat- 
ter how primitive and inbred our susceptibility to it might 

(Please turn to page 78) 





large glass windows in 
the window backs ad- 
mit a flood of daylight 
into the new Michaels 
store at New Britain 
Conn., and the street 
displays may be seen 
from the interior 
through these windows 
The public area is im 
pressively spacious 







































PRING, to use a well-known—and what turned out to be rather tragic—expression is 
“Just around the corner.” However, Mother Nature seldom fails in her promises. 





B. J.D. 





There is something about spring that makes us think of jewelry—new gowns, spring 
festivities, hundreds of thousands of wedding anniversaries and more hundreds of 
thousands of weddings, graduations, Mother’s Day, Easter gifts—all tend to give the 
jewelers an opportunity to capitalize the season to the end that the volume of the first 
six months of the year will more than take care of the two seasonably dull months— 
July and August. 

I would be derelict in my duty and fairness if I were not, at this time, to congratu- 
late the manufacturers of jewelry and kindred lines, for their courage in again bring- 
ing out many new and attractive items. 

It does take courage for a manufacturer to go into production with new designs and 
added numbers in the face of what happened during the past three or four months. 
But I am sure that the jewelers throughout the country will show their appreciation 
and extend to the manufacturers their congratulations for the fine spirit that in spite 


of all, their faith in the jewelry industry has not wavered. 


Jewelry will endure as long as the joy of possession, the love of self-adornment, the 
appeal of God’s choicest metals and lovely gems, exist or last—and it will always last. 


Beauty is a part and parcel of the spirit of man, and in spite of politics, economic 
conditions or the ebb and flow of those tides that affect men mentally, morally and 
spiritually—there will ever be in the hearts of all of us, a pride—not false—but a 
pride of respectability that prompts us to possess and to wear those things that bring 
us happiness, enhance our appearance and go a long way in stimulating and conserving 
our self respect. 

There are people who have no yen for jewelry and rather boast of the fact that out- 
side of a wedding ring or possibly an engagement ring, they have never worn a piece of 
it. But they are the exception and this group will forever be in the minority, if we 
as jewelers, see to it that honest dealings, attractive stores, tempting windows, courtesy 
and friendliness across the counter, are jealously pursued. 

It is gratifying to have the flow of letters that come to this desk following these 
articles ‘After All.” 


Occasionally we find those who are in disagreement with the text, and instead of 
publishing the congratulatory letters, we feel that in fairness, the letter appearing on 


page 80 should be published. 


After all, we all have a right to express our own opinions. 


AeA hothyl, 


Vice-Presiden:. 
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“/ 


Pion do you like the idea behind thar 


a jeweler asked us. 


window display?” 

‘‘Almost every week some watch manu- 
facturer sends me a proof of one of his current 
advertisements pasted on cardboard, with a 
line at the top reading ‘As seen in Vogwe,’ 
or reprinted from some other magazine. 

‘‘T usually pick out one that | think ts 
especially attractive and have a local photo- 
stat company ‘blow’ it up. I get in touch 


with the salesman of this particular jewelry 





Wadsworth 


A 





manufacturer and tell him what I'm going 
to do. He usually helps me a lot by giving 
me additional display material to fit in with 
the idea behind my proposed window display. 

‘I think there is no better way to remind 
customers that | am a reputable jeweler, 
than to feature well-known, nationally ad- 
vertised quality merchandise. 

“This Natural Yellow Gold window has 
‘stopped’ a lot of people passing by my 


store... old friends . . . and new ones.”’ 





The Wadsworth Watch Case Company, Incorporated, Dayton, Kentucky. 
Offices: New York, 630 Fifth Ave.; San Francisco, 140 Geary Street; 
Chicago, 35 East Wacker Drive. 
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New FIC Jewelry Trade Rules 


New Codification of Trade Practice Rules, Asked by National W hole- 
sale Jewelers Association, Applies to All Branches of the Trade; 
1931 Codification Is Superseded; New Rules Added; Others Clarified 


WASHINGTON, D. C.—In the new 
“Trade Practice Rules for the Wholesale Jewelry Indus- 
try,” promulgated March 18 by the Federal Trade Com- 
mission, the entire jewelry industry has obtained an 
up-to-date recodification of unfair methods of competition 
and other illegal practices prohibited by acts of Congress 
as construed in the decisions of the Federal Trade Com- 
mission or the courts. 

Though the National Wholesale Jewelers Association 
initiated the revision of the trade practice rules as a guide 
to its own branch of the industry, and the rules are cap- 
tioned “for the wholesale jewelry industry,” in effect they 
will apply to all branches of the trade. This is for the 
obvious reason that a practice which the courts or the 
F.T.C. have found unjust and unfair for one department 
of the trade they cannot possibly consider just or fair for 
another department. 

Many of the rules are of similar intent and wording 
as those of the “Trade Practice Rules for the Jewelry 
Industry,” which were approved by the Federal Trade 
Commission on July 10, 1931, and which the new set of 
rules supersedes. Other rules that did not appear in the 
1931 codification are such as rule 1 which concerns “fail- 
ure to disclose that a watch is rebuilt or second-hand.” 
Section A of rule 1 prohibits describing a watch as re- 
built when it has not been rebuilt at a watch factory or 


other properly equipped place. Section B regards as an 


unfair practice the failure to place tags on rebuilt or 
second-hand watches (or watches containing used move- 
ments) plainly stating that they are rebuilt or second- 
hand. 

Rules such as the latter and rule 13, which is based on 
the Robinson-Patman Act, have developed from decisions 
of the courts or the F.T.C. subsequent to 1931, when the 
former rules were promulgated. 

Certain other rules are intended to clarify rules cover- 
ing the same subject in the former codification—for ex- 
ample, rule 2, which states that it is an unfair practice to 
use the word perfect or a similar expression with regard 
to any gem-stone which discloses imperfections of any 
sort when examined by a trained eye under a loupe or 
other magnifier of not less than ten power, with the ten- 
dency, capacity or effect of misleading or deceiving. The 
comparable rule in the 1931 code defined it an unfair 
trade practice to falsely describe any diamond as perfect 
which discloses blemishes of any sort when examined by a 
normal eye under an ordinary diamond loupe with the 
effect of deceiving purchasers or prospective customers. 

In the course of the proceedings, the rules as proposed 
for the industry, with certain modifications, were tenta- 
tively acted upon by the commission and made available 
to interested parties, affording them opportunities to pre- 
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sent their views, suggestions or objections. Public hear- 
ings were held by the commission for this purpose, at 
which representation included H. R. Rinehart, for the 
N.W.J.A.; Alfred Morrell, for the A.N.R.J.A. and the 
Jewelers Association of New York; Leopold Nathan and 
John Schulman, for the Precious Stone Dealers Associa- 
tion, and other spokesmen for various branches of the 
trade. (See JEWELERS’ CIRCULAR-KEYSTONE for March, 
1937, and October, 1937.) 

“Thereafter, and upon further consideration of the 
entire matter,” the commission said in a formal statement 
that accompanied the text of the new trade practice rules, 
“final commission action was taken and rules, in the form 
appearing herein, were approved and promulgated by the 
commission.” 

“The rules can have only a beneficial effect for the 
majority of wholesalers,” said George A. Fernley at 
Philadelphia, secretary of the N.W.J.A., “since they are 
intended to secure protection for the ethical wholesaler 
and as a check upon certain unfair trade practices which 
reacted unfavorably upon the entire industry.” 

The trade practice rules follow: 


HESE rules promulgated by the Commission are designed to 

foster and promote fair competitive conditions in the interest 

of the industry andthe public. They are not to be used, 
directly or indirectly, as part of or in connection with any 
combination or agreement to fix prices, or for the suppression 
of competition, or otherwise to unreasonably restrain trade. 


GROUP I 

The unfair trade practices which are embraced in Group I 
rules are considered to be unfair methods of competition or 
other illegal practices prohibited, within the purview of the 
Federal Government, by acts of Congress as construed in the 
decisions of the Federal Trade Commission or the courts; and 
appropriate proceedings in the public interest will be taken by 
the Commission to prevent the use of such unlawful practices in 
or directly affecting interstate commerce. 


Rule 1—Failure to Disclose that Watch is Rebuilt or Second- 
hand: 


(a) Selling, offering for sale, advertising, branding, labeling, 
or otherwise describing any watch as rebuilt when such watch 
has not in fact been rebuilt at a watch factory or other place 
properly equipped and used for this purpose, with the tendency 
and capacity or effect of misleading or deceiving purchasers, 
prospective purchasers, or the consuming public, is an unfair 
trade practice. 

(b) In the sale or offering for sale of rebuilt or secondhand 
watches or watches containing rebuilt or secondhand movements, 
the failure to attach a tag to each such watch at the time of 
sale and delivery stating that the watch is rebuilt or secondhand 
is an unfair trade practice. 


Rule 2—Misuse of Word “Perfect” in Describing Gem Stones: 


It is an unfair trade practice to use the word “perfect,” or 
any other word, expression, or representation of similar import, 
as descriptive of any diamond, ruby, sapphire, emerald, or other 
gem stone, which discloses flaws, cracks, carbon spots, clouds, 
or other blemishes or imperfections of any sort when examined 
by a trained eye under a diamond eye loupe or other magnifier 
of not less than ten power, with the tendency and capacity or 

(Please turn to page 76) 
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FLIP— it’s lit? 
RELEASE — it's out! 


proven 


RR 
eee 


PenciLiter- 
Writes! L 


} 


=| 


here there’s a race 
for a light, RONSON’S 
the winner. 


Its one-finger, one- 
motion action is sim- 
ple, graceful, fumble- 
free, sure and safe. 


Use a RONSON and 
lead in ‘lighting up’. 
Adopt this smart and 
efficient smoking 


, custom, now. 


For your per- 
sonal use and 
as gifts for 
your men and 
women favor- 
ites, choose 
from scores of 
exquisite,: en- 
during models 
at your jewel- 
er, dept. store 
or at any store 
selling fine 
smokers’ 
articles. 


Priced 


a « 530 





Lighter-Cigarette 
Case Combination 


Kitease 


FuP— 
it’s lit! 
RELEASE— 


it’s out! 


MEN eal WOMEN eal abuse ES 

el.44.5) SMOKERS SEEKERS | ™ 

YOUR EVER-GROWING, YEAR 'ROUND MARKET 
FOR RONSON 


RONSON ads, like those illustrated at right 
and left, Gre tow appearing in important con- 
sumer magazines. They aim at men smokers, 
women smokers and gift seekers —a tre- 
mendous and unlimited year ‘round market. 


These and other RONSON ads constantly cre- 
ate a vast army of RONSON prospects in your 
own trading area. What are you doing to sell 
your share of these worthwhile customers ? 


One sure way to bring them into your store 
is to feature, prominently in your windows, 
the newest additions to the RONSON lines 
and to promote RONSON merchandise in 
your mailings and newspaper ads. (Free dis- 
play materials, folders and mats on request). 


Be sure your stock of popular RONSON 
sellers includes the latest RONSON innova- 
tions and then go after your share of the 
worthwhile business that’s waiting for you, 
right now, when you can use it. 


Fnce 


NOW READY — 

THE COMPLETE NEW RONSON LINES 

See them thru your jobber or at these per- 

manent display rooms: — 

NEW YORK: 347 Fifth Ave. CHICAGO: 36S. State St. 
LOS ANGELES: 728 S. Flower St. 


Write for new RONSON Catalog 
Supplements giving Jobber’s name. 


TRACE MARK REGISTEREO 


WORLD‘S GREATEST LIGHTER 
Pe ee ek Oo a ee ae 


Offices and Factory: Aronson Sq., Newark, N. J. 


CANADA: — DOMINION ART METAL WORKS, Ltd., Toronto 
ENGLAND: — RONSON PRODUCTS, Ltd., London, W. C. 2 


Remember, every 

satisfied RONSON 

user sends other 
RONSON 


customers to 
onsonas Your s tore. 


Keep them 
satisfied by Ea 
selling only 
genuine RONSON 
Fuels, Igniters, 


and Wicks. 


FLIP — it’s lie! 
RELEASE — 


What's New in RONSON” 


wort 


Write for it, giving dealer's name. 

















. 
“The Gem of the Ocean” 
In every field of endeavor there is a leader by reason Their motto has always been “The Finest Pearls Cul- 
of merit. MIKIMOTO through the experience gained tivated.” You'll find MIKIMOTO CULTIVATED 
in the origination and pioneering in the cultivated PEARLS business builders and profit makers. They’re 
pearl industry has retained this leadership through a perfect natural gift for Easter, Mothers’ Day, 


the years. Graduations and Weddings. 


If a visit to one of our offices is not convenient, we invite your inquiry by mail. 


K. MIKIMOTO 








New York, 630 Fifth Ave. Head office: Ginza, Tokyo 
Chicago, 55 E. Washington St. Branches: 
San Francisco, 209 Post St. Kobe, London, Paris, Bombay 
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Crosses at Peak of Popularity 


i 
, = Bier woman must have a cross to wear 
this Easter—-and is the jeweler pleased! Well he might be too, for this! 
is really the first Easter in which he has received his share of milady’s 
Easter dollar, which heretofore went in its entirety to the courturier, 
the milliner, the hairdresser, the beautician and the florist. 
A sustaining factor last Fall and Winter, the cross should reach its 
zenith this year, both as an Easter item and apparel vu 
The variations of the decorative cross are without number, and ma 
be had in every material—every type of design—and the jeweler will ¢ 
well to let the choice to the taste of the buyer. Jobbers note, sian 
that multi-colored gold crosses are in greatest demand in the South and 


é Northwest while very severely styled ones are de rigueur in New York. 
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DIAMONDS... 


A large stock of Emerald Cut and Mar- 
quise Diamonds of.all sizes and qualities. 


STAR SAPPHIRES 


SAPPHIRES RUBIES EMERALDS 
STAR RUBIES PEARLS CGAT’SEYES 


Emerald Cut and Marquise 
| 





Star Sapphires, ranging in colors from exquisite 














‘pale tones to deep blue—also mounted in cuff 





links, and in rings for men and women. Gems of 
unustial ‘beauty and value—available from our 
‘stock at all times. We are prepared to co- 
dperate with you, on whatever your require- 


PA 


ments may be. 





ad re om dy 





JEROME RICHHEIMER- 


GEMS OF 
; THE MODE 


608 Fifth Avenue New York City” -~_ 
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BIRTHSTONE Penerat p 


The May Birthstone 


Promotion 
of the 


MONTH 


by 
ROY B. SIMPSON 


Gorgeously green, gloriously 
glistening. Such is Emerald, 
the birthstone of those born in 
May, which has been treasured 


longer and more universally 
than any other gem. 


Cleopatra's mines supplied 


. Emeralds in ancient days, but 


Colombia in South America 
and the Ural mountains of 
Russia are now their chief 


A perfect combination! Nine emer- 
alds set in gleaming, streamlined 
yellow gold. 


source. Emerald has defied all 
scientific attemptsto duplicate 
it. If you collect birthstones, or 
if your birthstone is in May, you 
should own an Emerald. Let us 
tell you about their lore and 
show you their beauty. 


A. B. G. JEWELRY CO. 


NEW HAMPTON, OHIO 





A. B. C. JEWELRY CO. 


21 SOUTH NORWALK BOULEVARD 





Dear Madam, 


for 
Emerald is the birthstone 
in keeping with that of nature 


color of the e 


a 
One of the gems ment ione' 
Emeralds have & historical 
many of the ro : 

wore emeralds which were 
Red Sea in Upper Egypt. co 
viewed the gladiatorial gam 
which came from the same source. 


Contrary to popul 
ive ornaments of royalty, 
size and quality of the stones. 


Fashion has adopted th 


4 
unrivalled popularity 
and other forms of  angacar gpl 
selection of Emeralds set 


We will be p 
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arth reborn once again -~ 


most frequent) 
background re 
mantic eras of the past. 
mined near th 
Nero, fourth 
through @ 


n the most mode 
Stop in an 
gleaming €° 
leased to show them to you. 


Cordially yours 
THE A.B.C. JEWELRY COMPANY 


NEW HAMPTON, OHIO 


is 
May. . -its color 
this month -- the 
grass green. 


y in history, 
aching into 
Queen Cleopatra 
e shore of the 
Emperor of Rome, 
large emerald 


the exclus- 
lief Emeralds are not 
Sea their price depending on the 


today it enjoys an 
[a on brooches 


a ask to see our 
1a and platinum. 


OnEL. 


r 
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O little is known by the gen- 

eral public of the background 
and lore of birthstones that jewel- 
ers can well undertake a campaign 
to educate their community. 


In this, the third of a series of 
advertisements designed to accom- 
plish this purpose, the jeweler will 
find material to awaken public in- 
terest in the emerald, the May 
birthstone, besides impressing news- 
paper readers through consistent 
advertising that his store is head- 
quarters for all jewelry. 


If you have not started with 
the ads published in the two prevt- 
ous issues, it is not too late to 
start now. You can obtain mats 
of the ad shown and mats of the 
other ads in this series. Complete 
information may be found in an- 
other. part of this issue. 


Your name and address is sub- 
stituted for the “A.B.C. Jewelry 
Co., New Hampton, Ohio,” a fic- 
titious store in an imaginary city. 


This series will continue 
through the next nine issues of 
this magazine, presenting both an 
advertisement and a sales letter 
to promote the birthstones assigned 
to the respective months. 











| Established 1866 


L&M:Kahn&@. 


Importers and Cutters of 


DIAMONDS 


: . 608 Fifth Avenue, New York 





° hig Antwerp—48 Rue Simons 
Cutt & Works: Amsterdam—33 Sarphatistraat 


64 West 48th Street London—23 Holborn Viaduct 











DYRECT. IMPORTERS ene CUTTERS 


ol Cut Diamends 


Ry : bs, PAP» LBD 
Sol TAs Age 
) Ss ‘ WE, 

P = _ 7 Kd 
wee bE ~ Yi La @ 
QWs 2 
IN p ” ex CO 
or 


arc LEE {| 


hk FLETH AVENUE NEW YORK 


TEL. MEdallion 3-4822 4823 
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Individual State Trade Mark Legislation Menaces Business; 
Measure Killed in New Jersey 


ESPITE repeated failures, there is a movement afoot 

in a number of states for laws requiring manufac- 
turers to register their trade-marks in each of these states 
in which they do business upon penalty of the loss of 
common law rights ‘therein. 

Allowing that these proposals may have any justifica- 
tion as a means of collecting revenue for relief purposes, 
the provisions of such measures would be immeasurably 
burdensome on business—big and small alike—and would 


result again in another invisible tax on the ultimate con- ; 
sumer. The complexity of operations under 48 such laws, ' 


if they could be shown constitutional, would be big. 
Fortunately, a bill in the hands of the House Com- 
mittee on Patents, the Lanham Bill, to revise the national 


trade-mark legislation, may go far toward forestalling . 


action in many of the 40 state legislatures which convene : 


next year. However, Washington observers who attended 
héarings on the Lanham Bill, during the third week’ in 
March, were pessimistic that the bill could be passed at 
the current session. 

The recurrent question of state trade-mark registra- 
tion would be wiped off the boards completely if other 
states would take cognizance of the sound thrashing given 
the Foran Bill, on Feb. 17, when more than 300 repre- 
sentatives of business appeared in opposition to it at a 
public hearing in the Senate Chamber of the New Jersey 
Legislature at Trenton, N. J. 

The forces of business were marshalled in unprece- 


dented strength to this bill which would require an an- 
nual $10 registration fee for ‘every description of word, 
letter, device, emblem, stamp, ornament, imprint, brand, 
printed ticket, label wrapper, seal, advertisement, form 
of advertisement, slogan, button, ribbons, etc.” 

A manufacturer doing interstate commerce 
have to pay $480 for registration of a single mark if 
each state should institute such a law. It is appalling to 
figure the annual cost to a business using 10, 20, 30, 40 
or 50 trade-marks. 

A measure of this nature was vetoed by the Governor of 
Nevada early in 1935. The Rhode Island trade-mark 
bill died in ¢ommittee on April 9, 1936. A bill was 
finally killed in Kentucky two years ago. 

The Moran Bill, similar in nature to the Foran Bill 
of New Jersey, died in committee when the New York 
legislature adjourned March 19. In the event that a 
special session should be called this spring it is possible 
that the bill will be revived as a revenue-raising device. 

Fighting with the vanguard in this battle, Printers’ 
Ink, in an editorial in the issue of March 3, propounding 
the merits of a law for compulsory federal registration 
proposed by Congressman Lanham, states that it em- 
phatically favors the Lanham Bill. In so doing it be- 
lieves that it represents not only its own ideas but tlrose 
of the majority of trade-mark owners. e 

Continuing, the editoriai reads: “Federal. trade-mark 
registration of the kind proposed is thoroughly good be- 
cause for the first time it will protect the substantive 
value of trade-marks. . . . But the biggest reason of all 
why the Lanham Bill should pass is that it would auto- 


would 





She Flack Leal 


” The King of Pearls” 


Matched Pairs 


also 


Round - Button - Pear Shapes 


Importer of Diamonds , Precious Stones 
and Pearls 


ARTHUR H. KIRK PATRICK. Inc. 


608 Fifth Ave. 


New York 


TEL.BRYANT 99-1400 
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| matically head off fearful and wonderful State trade. 


mark registration laws similar to the one that has been 
shelved in New Jersey.” 

“The major burden would fall, not on big business oyp. 
side the state, but on little business within the state,” 
said Luther K. Bell, representing the United States 
‘Trade Mark Association, at the public hearing on the 
New Jersey bill. 

Bell said his association was inclined to believe a state. 
ment that there are 5,000,000 and not 1,000,000 sources 
in New Jersey, and at $10 for each registration that the 
estimated revenue “the first year might be $50,000,000 
or even more.” 

“Later on,” he continued, “it will be shown how, in. 
stead of protecting business, this bill actually exposes 
business to trade-mark piracy and imposes on it a burden 
of unfair competition and a direct tax which, when trans- 
lated into dollars, means that the cost of goods and ser- 
vices to the people of your own state will be increased.” 

Declaring the “only true safeguard for the protection 
of trade-mark rights, therefore, is under the Federal 
laws,” Bell contended the New Jersey measure was un- 
constitutional. 

G. S. McMillan, who represented the Association of 
National Advertisers at the hearing, read a brief which 
advanced the following reasons why the law would be 
unfair: 

1. It would subject all owners of established trade- 
marks to a wholly unnecessary expense or the alternative 
of subjecting such trade-marks to the fraudulent use of 
unscrupulous people. 

2. It would set up another bar to the normal flow of 
goods. 

3. Whether declared eventually unconstitutional or 
not, it would cause a loss of public confidence and trust 
in trade-marks. 

4. It would open the door for blackmail. 

5. If the bill is passed and other states follow New 
Jersey’s lead the cost of state registration will become 
exorbitant if not actually prohibitive. 


Taking Red Off the Ledger 


(From page 39) 


when you threaten suit, say it with courtesy and dignity. 

3:—If debtor cannot pay immediately, get definite un- 
derstanding when he can pay. Not an approximate date, 
the exact date. Research shows that when a debtor is 
given an opportunity to set his own date of payment, in 
80 per cent of the cases, he pays. Where debtors make 
indefinite commitments, they pay in less than 30 per cent 
of the cases. 

4:—Try to get reason for non-payment. Next to col- 
lecting, the important thing is to know why you can’t 
collect. This knowledge provides an opportunity for 
some arrangement toward eventual settlement. Induce 
the debtor to contact you even though he can’t pay right 
now. 

5:—Personalize your collection letters. In many cases, 
the creditor knows his customers well enough to write 
friendly letters that fit the customer, instead of the stilted 
type collection letter with its cold, business-like phraseol- 


| ogy. Use more of the conversational style with customers 


you know. Inject cheerfulness, humor, news value and 
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rimely interest, whenever in good taste. A collection !et- | 
ter with some human interest in its make-up is read with 
less negative reaction than a colorless message. 

6:—Use the “you” appeal so effective in salesmanship. 
The desirability of a good credit standing in the com 





munity, the injury to personal pride, social standing and 
business reputation through credit delinquency, are some 
of the “you” appeals that speed up collections. Without 
threatening, get across to the debtor the idea that he 
instead of you, benefits by paying. 

7:—Be sparing with trick wordage or stunt letters. 
The trick letter may work out well with direct-mail 
but it is usually a dud with collections. If used, it should 
be printed, then the recipient feels that he has not been 
singled out as the only zany to be fooled with the legerde 
main. His reaction is caustic if he feels that it is just 
another form sent to all delinquents. A few trick collec- 
tion letters get results but they must be handled with care 

§:—Use form letters with discrimination. Some jewel- 
ers buy stock form letters and use them on all cases. They 
are not flexible enough to fit every case. Analyze the 
exceptional account carefully, confer with the contacting 
collector if you have one, then write a special letter with 
an appropriate appeal. It’s more effective than a form 
letter. 

From a raft of collection letters analyzed, we offer 


these examples of efficient construction exemplifying the | 


foregoing rules. 

Diplomacy softens this dun. It is easier on the eyes 
than the stereotyped, ‘‘Please remit:”’ 

“Busy people sometimes overlook settlement of past- 
due accounts. Our account with you will be off your 
mind if you send your check today.” 

This follow-up letter is sugared with salesmanship: 

“It is our aim to sell top-quality merchandise at lowest 
prices consistent with top quality, but we cannot con- 
tinue these low prices if our overhead is unduly burdened 
with heavy collection expense. By paying us promptly, 
you will save yourself money on future purchases from 
us because we can continue to quote prices that represent 
maximum value.” 

Timely appeal lends human interest to this follow-up: 

“When business dips, money tightens, creating frozen 
credit, which economists say is responsible for many of 


our economic ills. Business men cannot liquidate their | 
holdings; consequently, they: cannot buy the products of | 


factories, and factories lay off help because of lack of 
orders. A vicious circle. Those who have the cash, and 
we have always assumed you to be financially responsible, 
can do their bit to improve business conditions by settling 
immediately for past-due accounts. Your check by return 
mail will put some frozen credit into circulation and help 
rejuvenate business.” 

This letter makes it easy for the debtor to commit him- 
self definitely to exact date of payment: 

“We deserve a check of some kind. If not a bank 


check, at least a pencil check in one of the spaces below. | 


) I mailed you check yesterday. 

>) Will surely mail you eHEGE Of. <0. 6c cecewsaccede 

) Here is part of it to show my good intentions. 

) I enclose amount in full. 

) I am writing reasons for non-payment on the reverse 
side.” 


ss 


Here the “you” appeal lessens the stirg of threat to | 


sue: 
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“You appreciate the injury to your personal Pride, to 
your credit, to your social standing and to your busines 
reputation to have a just account against you collected 
by law. We do not want to injure you with court action 
but we have a just claim and no one can criticise a 
insistence upon prompt settlement. 

“We both want to keep away from lawyers, if poss. 
ble. So, before placing your account for collection, we 


| will wait 10 days for a check.” 


‘Trick wording in a collection letter often boomerangs 
like the trick approach in salesmanship. People resent 
being fooled even when they owe bills. This letter got 
a bad reaction and lost trade: 

“Tt is said that an elephant never forgets. Give one 


| a chew of tobacco and you might as well commit suicide 





56 





as visit that elephant again. Unfortunately, folks don’t 
have elephant memories. We forget a lot of things. You 
have forgotten to remit for your past due account with 
us and now that we have jogged your memory, we hope 
that you will send a check.” 

In general, a series of six letters is effective and suff- 
cient before suit or other drastic action. A prolonged 
series is like too long a letter, indicates vacillation on the 
part of the creditor and induces the debtor to equal 
laxity on payment. 


Europeans, in War Scare, Turn to Diamonds as 
“One Sure Currency” 


Lonpon, Enc.—The impression that world conditions 
are now on the mend is gaining ground here and this, 
coupled with the knowledge that diamond stocks are now 
low had its effect on March diamond sales, and as a con- 
sequence future business is more promising. 

Recent weeks witnessed a slight improvement, accord- 
ing to Backes & Strauss, who say a considerable amount 
of smaller diamonds of medium quality have been dis- 
posed of in the trade. 

The political situation in Europe, it seems, has had 
two opposite effects on the diamond trade—general un- 
certainty, with its repercussions on stock markets, has 
tended to quiet the market while many people, seeing in 
the diamond one sure medium for international cur- 
rency, have turned to the stone for safety. 

In this direction the tendency is to strengthen the 
market price of large, fine diamonds. ‘These have never 
been so rare as at present, and the fact that any reason- 
able stone has a ready sale is causing more than the 
usual difficulty in buying this article. Diamond brokers 
here are now inclined to view the future for diamonds 
as much brighter. 


Writing last month from Amsterdam, Seymour White- 
law, son of Louis Whitelaw of Whitelaw Bros., 48 W. 
48th St., New York, said: 

“Medium and badly cut goods can be picked up occa- 
sionally at very cheap prices, but the price of fine-made 
merchandise has remained rather firm. ‘This is taken 
as an encouraging sign, and several reasons are given. 
First of all there have been no great advances in the price 
of rough during the past few years, and wages are at a 
point so low that they can be further reduced but little. 
Also, because during the last four years the Diamond Cor- 
poration pursued a policy of distributing rough to only 
a few big firms, there is not, as formerly, a competition in 
the open market for rough. The price of rough may go 
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even higher, therefore it is advisable for those who feel 
an upswing in business and whose stocks need replenish- 
ing, to wait no longer than necessary in placing their 
orders, because prices will rise more quickly than they 
fell, once business gets under way. 

“Some types of goods are hard to find at reasonable 
prices. For instance, sizes such as about 30 per carat, in 
fine silver cape or light brown, cannot easily be found in 
the better make at low prices. Nor has the price of very 
fine eightcuts (in sizes of 200 or more per carat) gone 
down much, because the fine make is in only a few hands. 
The price of small eight facets has become lower, but 
it is dificult to find bargain prices in straight sizes. Wide- 
ly melanged goods can sometimes be found at low prices.” 
Recently Negotiated Agreement Between United States 

and Czechoslovakia Affects Few Jewelry Trade Items 

WasHINGTON, D. C.—Concessions in the American 
duties on a number of items handled by the retail jewelry 
trade were made by the State Department in the recently 
negotiated United States-Czechoslovakian trade agree- 
ment. These items, together with their old and new 
rates are: (Rates are on an ad valorem basis unless other- 


wise indicated. ) 
Old Rate New Rate 
Imitation precious stones 
Cut or faceted 20 10 
Not cut or faceted, including 


opaque 60 30 
Spangles and Beads, n.s.p.f.” 35 20 
Rosaries, not over $1.25 per doz. 15 10 
Beads in imitation precious and 

semiprecious stones 45 25 
Beaded handbags 60 40 
Rhinestone handbags Ic. each and 3/5e. “we. each and 


per doz. for each 3/l6c. per doz. 
le. the value ex- for each lc. the 
ceeds 20c. per value exceeds 20c. 
- - doz., and 50%. per doz., and 25%. 
* Not specifically provided for. 


The State Department commented on each concession 
made on the various products. Concerning imitations of 
precious and semi-precious stones it was stated that im- 
portations of all types combined are very large, amount- 
ing to about $2,000,000 in 1937. They consist largely 
of imitation precious stones, cut or faceted, which are 
not imported competitive with any domestic product. 
The bulk of these imports are rhinestones. Czechoslo- 
vakia far outranks any country as a supplier of imitation 
precious and semi-precious stones of all kinds. 

Regarding beaded bags, it was pointed out that although 
imports are relatively large, domestic producers receive 
serious competition from bags made in the United States 
from other materials than are imported. In recent years 
Czechoslovakia has been by far the most important source 
of imports. Of $1,202,000 imports of beaded handbags 
and plates in 1937, $998,000 were from Czechoslovakia. 
The imports from that country are mostly bags decorated 
with wooden beads, a Czechoslovakian specialty. 

The classification of spangles and beads, n.s.p.f., covers 
glass beads and wooden beads. Imports are chiefly from 
Czechoslovakia and in 1937 amounted to $450,000. 

Concerning rosaries, chaplets, etc., valued at not more 
than $1.25 a dozen, a large part of these are brought in 
unfinished and unplated for further processing in the 
United States. Imports from Czechoslovakia amounted 
to $97,000 in 1937 while total imports from al! countries 
were valued at $166,000. 

The State Department said that imports supply the 
bulk of domestic consumption of beads in imitation of 
precious and semi-precious stones. 
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The DUTCH East Indies produce the large. 
lustrous pearls illustrated above; they are 
the ‘‘Royal Family” of culture pearls. 

We are continually importing large and 
varied assortments of these superb beauties 
and will be glad to submit a selection for 
your approval. They can be sold to your 
most exacting clientele with the utmost con- 
fidence, for each carries the usual ‘‘Orienta’’ 


Unlimited Guarantee of satisfaction. 


‘ORIENTA’ 
CULTURED PEARLS - 





65 NASSAU STREET* NEW YORK 
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A New Advertising Campaign! 


to Increase Birthstone 


B Saal FAL SS 


1 tone 
The May Births What is it? A set of sparkling newspaper advertise- 
F Gorgeously green, gloriously apination! Nine omer — ments for the next twelve months, merchandising the 
GB olistening. Such is ewornin aide vet in — natural birthstones. An original line drawing of one 
ne ivichhesbeentreasured emeraidhos defied all # of more new articles of birthstone-set jewelry domi- 
Mey wnond more universally yo ttemptstoduplicote #@ nates each advertisement, text of which is set in smart 
than ony other gem. it Ifyou collect birthstones, or #3 =Eve Bold and Vogue Bold type. Overall size, 2 col- 


—— lied * tek you ° ° 
| momar poner but _ifyourbirthstone comers vs @ Uumns wide, 3 to 6 inches deep. 
2 Emeralds é j 


Q ica += should own an Eme d ons 2 . 
Colombia in South Americo heir lore on What will it do for you? Stimulate sales for the stone 


; Ii you about t 
| mountains of te heir beauty. ° 
is eens their chief show you thelr of the month and add to the prestige of your store as 


B C | bE W EL R Y C (0). | gem headquarters. Schedule each advertisement once 
A e e i : 


or twice the first week of the month to which the 
NEW HAMPTON, 

















birthstone is assigned. 


OHIO 


What will it cost? For a set of six mats for the next 
six months, ready now for immediate delivery, send 
Third of the newspaper birthstone ads, check for $2. Price of a single mat: 75¢. Set includes 





fake See 
THE JEWELERS’ CIRCULAR-KEYSTONE 
239 W. 39th STREET, NEW YORK CITY CHESTNUT & 56th STREETS, PHILADELPHIA, PA. 





58 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1938 























ational Diamond Advertising 





William Gibson, N.A.C.J. President, Urges Diamond Importers 
to Sponsor an Aggressive Nation-wide Advertising Campaign 


io general impression 
‘n this country is that the Diamond Syndicate in England 
assumes the attitude: “We have the diamonds; if you 
want them, come and get them.” To an American this is 
anything but an energetic merchandising policy. In this 
country, we are free to admit that our diamond importers 
took a terrible beating during the depression. ‘They said, 
in effect, “After all, business is bad, why shouldn’t it be 
bad? It is bad in every other line,” and sat down and 
waited for it to be normal. 

The next group over here, however, the jobbers and 
wholesalers, realized a year or two ago that while watch 
sales were increasing at a rapid rate, diamonds were 
stationary and that there must be a good reason for this. 
You can check with the typical cash jeweler throughout 
the country, and by this I do not mean the large or finer 
stores. These men have seen their diamond _ business 
almost evaporate with the exception of an odd sale of a 
large stone. On the other hand, the credit jewelers, 
thanks to their energetic merchandising policies and good, 
bad and indifferent advertising, were getting the bulk 
of the moderate priced diamond sales. 

I have been in the jewelry business a long time and 
have seen a great many changes, but had anyone told me 
a few years ago that all card jewelry would go entirely 
out of style, I would have thought he was crazy, but just 
that happened. ‘There was a time when sales of this 
merchandise was the largest item in the jewelry store and 
almost any moderate sized store would sell hundreds of 
pieces of lavallieres, brooches, bracelets, cuff links, scarf 
pins and other card jewelry during any Christmas sea- 
son, at say from $25 to $50 each, and many of the pieces, 
of course, would have large diamonds in them. Then, 
too, the number of emblem rings and charms in fine gold 
and platinum that we used to sell were often embellished 
with large stones. The average jewelry store would carry 
from 500 to 1000 items of emblem buttons and sell them 
steadily throughout the year, while today we sell very few. 

Going further back, there was a time when our stores 
were filled with hand painted china, and later on with 
cut glass, much of which has disappeared, or I might 
mention such items as umbrellas and canes which we 
used to sell with gold and silver heads by the hundreds. 
Take another item, belts, they are still commonly used 
by young men and many older ones. These too, we used 
to sell with monograms and other gold and silver buckles 
often in sets with other pieces of jewelry at sizable 
prices, 

Getting back to the diamonds, we seem to have entirely 
lost the sale of large stones that a man or woman often 
bought to wear themselves, as well as earrings, so that 
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BY WILLIAM GIBSON 


National Association of Credit Jewelers 


President, 


today the typical jeweler’s diamond business amounts to 
simply engagement and wedding rings. The wedding ring 
traditionally was a plain gold or platinum band. For- 
tunately now it is embellished with diamonds, but in a 
few years may return to the old style. This will leave 
us just the engagement ring business. Now then, sup- 
posing some bright young fellow gets the idea that a star 
sapphire, ruby, pearl, emerald, zircon, or some other 
fancy stone makes a more ideal engagement ring than a 
diamond, and advertises it across the country and suc- 
ceeds, where will the diamond business be? This is not 
such a far-fetched idea, as I have shown you that many 
important items have disappeared from the jewelers’ 
cases, but if something is not done to popularize or pub- 
licize the diamond business soon, it may practically dry 
up in the near future. 

A short time ago we sent out a questionnaire to our 
membership and found that stores which at one time did 
40 per cent, 50 per cent, and 60 per cent, and in some 
cases more, of their total business in diamonds, now do 
about one-half that with the unit sale down 40 per cent. 

(Please turn to page 64) 
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Walter Lampl present exquisite pieces of 


jewelry in jade and other i- i 
| y | er semi - precious @ Jade and other real stone 


jewelry 


stones—rings, bracelets, necklaces, earrings ¢ \jechanical charms in gold 


and silver 
and crosses... all Walter Lampl specialties— —@ Distinctive compacts and 


cigarette cases designed 
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WALTER LAMPL @<<%°4 “20 West 47 St, N.Y. 























.. ADDING A NEW STIMULUS TO CROSS SALES 


Now come crosses with a big difference— filled, with neckchains, beautifully boxed— 
crosses by Bruner-Ritter—crosses with a new and we furnish a compelling window and 
Paris-style-note of smartness that multiplies counter display in the bargain. And speaking 
sales appeal! These irresistible cross-creations | of bargains—you've never seen the equal of 
are offered in both 10K solid gold and gold these great cross VALUES! 


BRUNER-RITTER, Ine, secxscenossricucse. 
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The dominant double-page 
editorial feature from a re- 
cent issue of Life, here 
shown greatly reduced. A 
selection of costume jewelry, 
some of it inspired by plat- 
‘num and yellow gold orig- 
inals, gleamed in full color 
in the left-hand page, and 
was captioned “‘junk jewel- 
ry.” One hundred and nine 
charms, valued at $1,700, 
appeared opposite. This 
iournal asked jeweler-readers 
what they thought of the 
adjective “junk” as here ap- 
plied; also whether Life’s 
attentions stepped up sales 
of costume jewelry and 
charms. 





CAM TOU IDENTIFY 


ALL THESE CHARMS? 


“JUNK” JEWELRY—YES OR No? 


Junk jewelry ? “Call it 
what you please—it sells,” says O. E. Gibson, of C. D. 
Peacock, Inc., outstanding Chicago retailers, commenting 
on the double-page spread in the January 31 issue of Life, 
which illustrated a score of typical pieces of costume 
jewelry and a page of charms. 

Retail jewelers are unanimous that this dominant at- 
tention-getter was constructive for the industry, save per- 
haps for the caption, “Junk Jewelry” that labeled the 
page of costume pieces in full color. Obviously, the edi- 
tors of Life deemed the expression smart journalism. 

At worst they were guilty of peeking into the trade, 
for a number of retailers admitted that the word is part 
of the trade’s vocabulary; though, as J. A. Foster Co. of 
Providence,*R. I., said, “It might be junk jewelry but 
why tell the world about it?” 

How judicious it was to apply the term “junk” to 
those of the pieces which sell for $100 or so is certainly a 
matter of opinion, and the next man’s like as not is at 
variance with your’s. 

Jeweler reaction to the junk jewelry reference ran all 
the way from indignation to approval, and since everyone 
has at one time or another given some consideration to 
the whole question of costume jewelry some of the follow- 
ing quotations should prove of interest: 





‘THEY LIKE 1T oR Don’t MIND 


“We like the term ‘junk jewelry’—after all, that is 
what it is, possessing no intrinsic value’—W. W. Wattles 
& Sons Co., Pittsburgh, Pa. 

“We doubt if the words ‘junk jewelry’ had an unfavor- 
able reaction on the sale of costume jewelry”’—Hess & 
Culbertson Jewelry Co., St. Louis, Mo. 

“My reaction to the reference to junk jewelry was 
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only one of amusement”—Philip Kind of S$. Kind & Sons, 
Philadelphia, Pa. 

“We do not object to costume jewelry being referred 
to as ‘junk’ ’’—True Bros., Springfield, Mass. 

“The word ‘junk’ is the right word”—Fort & Good- 
win, Inc., Trenton, N. J. 

“Reference to junk jewelry may be open to criticism. 
Personally we were not offended by it. . . . After all, in 
the lower-priced brackets everyone realizes that costume 
jewelry is more or less ‘junk jewelry’ and no one expects 
a great deal out of it except style rightness and the plea- 
sure of wearing something new and different for a period 
of a few months’—Robert Koerber, Jr., of Robert Koer- 
ber, Inc., Fort Wayne, Ind. 

“T sincerely hope that calling imitation jewelry ‘junk’ 
will help kill it” —Walter M. Jaccard, of Jaccard Jewelry 
Corp., Kansas City, Mo. 

“A few people jokingly referred to junk jewelry and 
did not seem to take it seriously” —Tilden-Thurber Corp., 
Providence, R. I. 


THEY RE COOL TO THE TERM 


“Costume is a much better word’”—J. Herbert Hall 
Co., Pasadena, Cal. 

“It is style and eye appeal that does the trick. The 
woman of today is style-conscious and her tailered gowns 
afford a perfect background for costume jewelry. You 
see we favor the term costume jewelry’—C. D. Peacock, 
Chicago, III. 

“Costume jewelry is excellent but junk jewelry sounds 
terrible’—F. A. Hunter of C. A. Schnack Jewelry Co., 
Alexandria, La. 

“Do not think ‘junk’ should ever be used with the 
word jewelry. Too many people think all jewelry is 
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junk now”—Ted Syman of Syman Bros. Jewelry Co, 
Denver, Colo. 

“Any small piece of merchandise selling at these fig- 
ures ($100 or thereabouts) should, in our estimation, 
deserve a better name than ‘junk’ "—O. C. Homann, oj 
C. B. Brown Co., Omaha, Nebr. 

“Junk jewelry, anything but ethical” —Phineas 
Peters, of M. G. Peters & Bros., Brooklyn, N. Y, 

“Probably it should be labeled ‘costume jewelry’ 
I. L. Sunderlin, of the Sunderlin Co., Rochester, N, Y. 

“While I have gotten into the habit, like many of the 
better jewelers, of calling all costume jewelry ‘junk’ | 
think it is a very bad habit for the very good reason that 
fine gold jewelry of the type that today has considerable 
prestige in the big shops of New York is too expensive 
to be handled in a small desert town like Salt Lake City, 
and if we can sell the imitations of this jewelry it would 
be far better business to speak of it more kindly’”—C, R, 
Pearsall, of Leyson-Pearsall Co., Salt Lake City, Utah. 

The value of the presentation as a promotion for jewel. 
ry was viewed in different lights by two score retailers 
who were asked by this journal for their comments on the 
matter. 

It worked out to the greatest advantage of those who 
sensed the display and merchandising possibilities of such 
a prominent feature in a consumer publication with the 
astounding circulation of 2,000,000, and the prestige of 
Life. 

It is just such enterprise which has given the stores 
of the Loring Andrews Co., Cincinnati, Ohio; J. Jessop 
& Sons, Inc., San Diego, Calif.; Donovan & Seamans 
Co., Los Angeles, Calif., and Tilden-Thurber Corp,, 
Providence, R. I., their reputations for merchandising 
leadership. Those four establishments were among those 
which seized upon the opportunity for window display 
tie-ups, using the pages mounted on cardboard, together 
with their own stock of charms and costume jewelry. 

‘“‘We used the picture together with some of the charms 
illustrated, in the window, and got a good increase. As 
a whole the traveling men and jewelers in this section 
agreed it was the best advertising we’d had for some 
time,’ commented Jessop & Sons. 

A number of jewelers noted inquiries and comments 
from their patrons, particularly in regards to charms. 
Others viewed the presentation as valuable merely from 
the point of jewelry publicity, on the grounds that any 
good publicity reacts to the advantage of the jewelry 
industry. Still others said they noted no direct results 
from the featured spread. 

Pertinent comments by some of the leading retailers 
who were favorably impressed read: 

“We liked the publicity—thought it was well done.” 
—cC. L. Bromberg, Bromberg & Co., Birmingham, Ala. 

‘We had quite a number of calls for charms directly 
traceable to this editorial presentation.”—Philip Kind, 
S. Kind & Sons, Philadelphia, Pa. 

“It goes a long way to make the public jewelry-minded, 
which is so essential to the industry in general.’”—Louis 
Esser Co., Milwaukee, Wis. 

“Caused our charm sales to pick up at once.”—J. Ralph 
Tobin, Springfield, III. 

“The spread was excellent and should be helpful . « - 
only wish it had appeared two months earlier.’”—Walter 
Jaccard, of Jaccard Jewelry Corp., Kansas City, Mo. 
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“All publicity helps to keep up interest in jewelry.” — 
J p. Fix, of George R. Dodson, Inc., Spokane, Wash. 
«Feel it is splendid publicity. Should endeavor to get 


more of it. Numerous comments from customers, prin- 


cipally on page 

Jr., of Robert Koerber, Inc., Fort Wayne, Ind. 
“Haven't noted any increase in sales. However, we 

think the publicity is good.”—True Bros., Springfield, 


Mass. 


Others who experienced no customer reactions said in 
brief: . 

“No comment from customers. Did not in any way 
affect the demand or inquiries for charm bracelets.” — 
William G. Frasier, Jones & Frasier Co., Durham, N. C. 

“Caw it but had no customer comments.”—Charles 
Haas & Sons, Stockton, Cal. 

“T have had absolutely no reaction to the subject.” — 
Alvin Magnon, Tampa, Fla. 

“Only three of our customers mentioned the article. 
It made no sales.”—Ruth & Sons, Montgomery. Ala. 

“Not conscious of any result at all.” 
Co., Charleston, S. C. 

Others who held similar opinions were W. W. Wattles 
& Sons Co., Pittsburgh, Pa.; R. Herz & Bro., Inc., Reno, 
Nev.; Henry Kohn & Sons, Inc., Hartford, Conn., and 
C. D. Peacock, Inc. 





What Becomes of the Old Watches? 


(From page 33) 


the state laws on this subject are identical except in minor | 


phraseology and in the matter of penalty for violating 
the law. 

What is going to happen in the 41 other states which 
are without this protecting legislation? Few state legis- 
latures met this year, and only one, Louisiana’s, is likely 
to be in session in May. 
uled to meet in 43 state capitals in 1939; of these 36 
convene biennially, six annually and one quadrennially. 
The only states whose legislatures will not meet next 
year are’ Kentucky, Louisiana, Mississippi, Virginia and 


West Virginia. Jewelers in states without a second-hand | 


watch law would do well to develop activity in their local 
and state organizations towards the end of having such 
laws enacted, signed and put on the statute book at the 
earliest possible moment. Few matters so vitally deserve 
consideration at the forthcoming state conventions. 
This analysis is based not merely upon a desire to 
protect the legitimate retail jeweler in the sale of his 
merchandise and who does not want his competitor to 
take advantage of an opportunity as described above, but 
also upon interest in the manufacturers’ and importers’ 
need for the profitable distribution of their merchandise 
at the retail prices they have designated, and upon the 


hope of properly caring for the best interests of the ulti- | 


mate consumer. 


Commuters on the 7:09 a.m. Poughkeepsie-New York 
City train missed a familiar face March 1, when William 
McAdie after 56 years of silver-selling in Maiden Lane 


was retired on pension. Mr. McAdie, who will be 80 | 


on April 24, was for most of his years engaged in retail 
selling for the International Silver Co., or the Whiting 
Silver Co. and the Rogers Co. which the former company 


had absorbed. 
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ILLUSTRATIONS SLIGHTLY ENLARGED 





A fine pearl necklace, 
whether it be oriental, cultured or 
simulated, deserves a beautiful 
diamond SCHICKSNAP. 


PRICED TO RETAIL FROM $2.50 To $250.00 


Ask us aboui our special, hand- 
made SCHICKSNAP creations 


Hav C. SCHICK, Jue 


Manufacturers of SCHICKSNAPS 
and other fine jewelry 


New York Showroom: 347 Fifth Avenue 
Providence ~ Chicago ~ San Francisco 


Factory and Main Office: Newark, New Jersey 
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Wherever Stones Are 
Produced 








Our agents are on a constant lookout for 
the newest and choicest stones, and being 
on the spot, we can offer the best values. 
Our organization aims to supply all your 
wants. From Amethyst to Zircons (A 
to Z) we carry all kinds of stones. 


S. NATHAN & CO., Nc. 


Importers and Cutters 


71.73 NASSAU STREET, NEW YORK 








Diamonds + Pearls + Precious, Synthetic @ Imitation Stones 














REGISTERED JEWELER 


replaces 


“Leading Jeweler’ 


The old time leading jeweler was being 
forced out of the picture by high-pressure 
competitors. Also he found that entirely 
unqualified jewelers claimed similar lead- 
ership and knowledge. A jeweler without 
the proper knowledge, experience and 
ethics can not be a REGISTERED JEW- 
ELER. Anyone can call himself a leading 
jeweler, but only the R.J. has proven these 
qualifications which are in turn guaranteed 
to the public by a National body —the 
A.G.S. 


Enroll now in the gemological courses and 
prove yourself a leader! 


AMERICAN GEM SOCIETY 


555 S. Alexandria Los Angeles, Cal. 
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National Diamond Advertising 
(From page 59) 





Referring again to the watch business, and to my state 
ment that there must be a good reason for it expanding 
as fast as it has, our study of a year or two has convinced 
us that there are two very good reasons. The first one 
being styling, and it’s safe to say that watch companies 
have done more styling in the last decade than any fifty 
years previously. They have been made in all sizes and 
shapes. A wrist watch a few years old, like the automo- 
bile, is completely out-moded. I, myself, am carrying a 
pocket watch which I bought about a dozen years ago. 
We used to sell a man a watch like that and tell him it 
would last a life time and actually hoped it would. Dur- 
ing that same dozen years I have had several wrist watches 
and would not think of wearing the old-fashioned looking 
round cushion shaped or octagon cases that were in style 
at that time. ‘The second reason is a perfectly magnif- 
cient campaign of nationally advertised watches. Many 
of the manufacturers are on the air, in the magazines, 
newspapers, including the roto sections, and have supplied 
us with newspaper mats, show cards, counter mats, win- 
dow displays, and circulars and post cards for our mail- 
ing list. 

Going back to before wrist watches were commonly 
worn, I do not think one woman in a dozen carried a 
watch. They were large, clumsy and inartistic watches 
that hung on the dress or were carried in the belt, while 
today, due to the styling and advertising particularly, 
every woman and many small children wear them. This 
conclusively shows that styling and advertising pays. In 
fact, one could scarcely study national advertising in this 
country without being forcibly impressed with a great 
number of magnificent successes by firms using it. 

The diamond lends itself particularly well to national 
advertising. Probably no piece of merchandise is longed 
for more by the average woman, and the romance side 
of the question gives unlimited scope for advertising. 

It is also absolutely indestructible as far as wear is 
concerned and carries a later value supreme to all other 
merchandise. There is no doubt in our minds that a 
proper and aggressive campaign of national advertising 
would make diamond sales soar like we never dreamed 
of before and it is our hope and plan that we may be able 
to convince the diamond importers of this country that 
some energetic and sound plan should at once be evolved. ° 

We have a plan that calls for concentrated activity 
twice a year—a plan that has been submitted to a com- 
mittee of diamond importers and which we hope will be 
acted upon favorably. We are producing a_ beautiful 
diamond booklet, the cuts of which would be done in soft 
pastel shades and written in such a manner that it would 
not take the form of an advertisement but rather of a 
very interesting story of the romance of diamonds com- 
bined with their origin, shapes, qualities, and perhaps a 
page of all outstanding large diamonds in the world. 

The foregoing is submitted with the hope that an or- 
ganization may be effected in this country of the diamond 
importers who may subscribe some small percentage of 
their sales for this purpose, this expense, of course, to be 
added to their sale price so that in the final analysis, it 
will not cost the diamond industry a penny. Comments 
from the trade are invited and will, I know, gladly be 
reviewed and presented by this journal. 
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Creation of Church Cross Wins Publicity 


m GAVE you ever felt a violent urge to do something 
for a church, Mr. Newnan?” 

“Why yes, Mr. Loud, how did you know?” 

“IT didn’t; only I know that every person at times feels 

a strong desire to do something for someone else and it 
sometimes takes the form of an impersonal gift such as 
a gift to a church or other institution.” 
“Why, do you know, Mr. Loud, for several years | 
have been wondering just how I could express the feeling 
I have towards the church where my father was formerly 
pastor, and I thought possibly you might have known 
that.” 

It was on the occasion of a perfunctory visit of H. L. 
Newnan, vice-president of the Detroit Insurance Agency, 
to Percy K. Loud, secretary-treasurer of Wright, Kay & 
Co., Detroit, Mich., retailers, that the foregoing conver- 
sation took place. 

Mr. Newnan contracted for the large silver cross, 
made to his order, which was hung to his father’s mem- 
ory. As a result of this special order two or three other 
special orders of similar nature were received by Wright, 
Kay & Co., but, what is more important, much publicity 
was given in the press and by word-of-mouth. 

“This conversation started a series of conferences which 
we very much enjoyed,” tells Mr. Loud. “Mr. Newnan 
took a keen delight in everything pertaining to the design 


student of church architecture and a member of the 


Royal Guards. With Mr. Barker’s assistance and that of 
the Gorham Co. the work was completed. 

“The photograph shown of Mr. Newnan and Dr. 
Edgar DeWitt Jones, pastor of the Central-Woodward 





Donor and recipient at dedication 


Christian Church, was taken in the church on the Sun- 
day morning of dedication and was published in the 
Detroit Free Press. 


“We did not use this particular occasion for advertis- 
ing in any way, but sufficient publicity got around by 


and workmanship. He had an architect friend named 
Barker, who was in England during the War, a great 

















Patent Pending 
Two Picture The New Four Picture 


Patent Pending Patent Pending 


Two Picture 


Show Fisher Lockets 
For Graduation Profits 


EST. 


1879 [HERE'S a new number in tice popular Book Locket Line 


TRADE MARK 
REGISTERED 


by Fisher. It is sure to take its place among the best 
sellers. Fisher Lockets are offered in numerous shapes, 
sizes and finishes and are top values in | /20-10k Gold 
Filled, Sterling Silver and Gold Plate grades. Ask your 
wholesaler for Fisher Lockets and make a play for gradua- 


<I Fco> tion business. 
* CHARM BRACELETS 


=m J M. FISHER COMPANY 


CROSSES Manufacturer to the Wholesaler for Over Fifty Years 


ROSARIES ATTLEBORO, MASS. 


SPORTS JEWELRY 
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pLus THIS Loy, 
RETAIL PRICE 


$595 


(KEYSTONE LIST, $8.16) 


“WALES” 





“GRENADIER” 


COMPARE THE QUALITIES 


WITH OTHER WATCHES IN 
THE SAME PRICE RANGE 


Here are the facts: 


phe highly polished jewels, accurately 
ground and set. Diamond-cut escape wheels. 
Pivots and balance staffs of hardened steel, all 
polished to a mirror finish. Temperature-com- 
pensated hairsprings—impervious to tropic 
heat or arctic cold. Small, thin-model BEK- 
process, heavily plated, yellow gold cases with 
curved, stainless backs. 

Such refinements have heretofore been ob- 
tainable only in watches of several times 
this price. Write for circular on the com- 
plete line of “New Haven” medium priced 
jeweled watches, giving jobber’s 
name, please. 


THE NEW HAVEN CLOCK CO. 


Watch Division 
NEW HAVEN, CONN. 








@ 








word-of-mouth to give us two or three other requests 


| for similar work. 


“There is naturally considerable work involved jp 
developing special orders of this type, but the results are 
tremendously worth while,” vouches Mr. Loud. 

The cross, of sterling silver, measures 24 inches high, 
and is called the Cross Fluerette as distinguished from 
the plain cross, since each of the ends terminates in a 
floral design. 

“We are convinced that there are many occasions where 
jewelers could suggest the purchase of a memento of this 
type. And aside from the purely monetary considera- 
tion there is a sense of permanent satisfaction to the cus- 
tomer that time can not eradicate. The more a jeweler 
can enter into some outstanding events in the lives of 
his customers, the more permanent will be their loyalty 
to his firm,” concludes Mr. Loud. 


Square Deal — Success 
(From page 37) 


but you can do as Miller does; put your name before 
the public locally. Mililler’s inspirational programs are 
far reaching in their scope and it has an effect on the 
buying mind. 

The greatest aid the salesman has is his silent partner, 
display. Every merchant today has discovered the value 
of displaying his products prominently and effectively. 
So much has been said about effective this and that, what 
is meant by effective displays? For an example let’s look 
at Miller’s display of watches. Nearly 1500 strong, occu- 
pying the most prominent position in the store, they offer 
to the potential customer an unlimited selection to choose 
from. In addition to that, his window displays feature 
each month a national brand. Again, the local merchant 
ties in with the manufacturer. 

Repeat business is one of Miller’s back stays. .Some 
of his customers have dealt with him for 30 years, ever 
since the inception of the business. His salesmen can call 
numbers of customers by their first name. This repeat 
business is more important in a smaller community where 
potential sales are small. Important then, is the sales- 
man’s presentation of the product to the customer. You 
will want him to return, so make sure that while he’s 
being sold on the product, he’s also being sold on you 
and your organization. 

With the product sold two remaining factors are prom- 
inent. Service and a guarantee. Miller has solved these 
problems by cheerfully taking care of the few disgruntled 
customers. To those who buy from him he gives his per- 
sonal guarantee of satisfaction. And that means a lot to 
a customer. 

Earl Miller concluded as his eyes raised to a motto 
prominently hung in the center of the store: 

“Don’t be in a hurry to buy from someone who’s in a 
hurry to sell.” 

They take their time, these Miller men, and make a 
sale stick for not only today, but for tomorrow. 

Square Deal Miller does not advocate the use of pre- 
miums as an inducement to buy. He believes that an 
organization speaks for itself, and if the usual channels of 
expression are used to their greatest extent, no jeweler 
could ask more in the way of results. He sincerely be- 

(Please turn to page 75) 
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An Atlanta R 


for Flatware 






Merchandising 


@ An established form of 

display was used by Maier & 

By J. H. REED Berkele, Inc., to promote the Victoria pattern. 
and a new note was struck to introduce Stradivari. 


A half century or is losing in demand, it is quietly, but effectively, dis- 
continued. 

No price reductions are, however, made to move out 
the flatware. Nor are there any “bargain counter” sales. 
The pattern is quietly pushed by salesmen at standard 
prices. 

Incidentally, only sterling silver flatware is carried by 


of successful merchandising of silver for Maier and 
Berkele, Inc., the oldest retail jewelry establishment in 
Atlanta, Ga., is based on a thorough knowledge of the 
origin, history and design of this important line, plus 
sound business principles and consistent advertising. 


Throughout its 51 years Maier and Berkele has re- 
: the store. 


ender - nen jewelry _— atte omy ale Maier and Berkele have developed an_ interesting 
the records which it has established in the merchandising a aa ‘ 
: : “ : routine” for wedding sales. 
of silverware are but typical of the store’s alert policy.— The Atlanta newspapers are checked daily for wedding 
This no grey-bearded establishment but rather one show- announcements by a special “wedding secretary,” whose 
ing the maturity of one of its years. duty it is to record every announcement of sufficient im- 
The methods used by Maier and Berkele may, per- portance to warrant the establishment of a contact. The 
haps, best be followed in a study of the manner in which territory covered—most important announcements in 
flatware is handled. the section are carried by the Atlanta newspapers— 
More than 30 patterns are carried in open stock by includes practically all of Georgia and parts of Alabama 
the store, and, in addition, the firm will make unusual and South Carolina that fall naturally into the Atlanta 
efforts to fill in a pattern for a customer, even though “trading area.” 
it may have been discontinued. A complete stock of mer- A letter is sent to the bride-to-be as soon as the an- 
chandise is considered to be the first essential. nouncement is clipped and if no reply is received, this 
A perpetual inventory is kept of all flatware. When is followed up, in a few days, by a second mailing. 
the records show that a pattern is not sufficiently popular, (Please turn to page 71) 
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MONTHLY PLACE 
SERVICE SALES 


tg reach those operating 


on monthly budgets . . . to 





increase business and profits. 


Sell more Sterling 


aaa” the Single Service way 








Why not... many jewelers are operating on this plan and experiencing splendid results. Try 
it and note the enthusiastic response that will be yours. Advertise it in your local newspaper. 
Make proper display in your windows. There are many women in every community who are 
desirous of owning sterling but because of not having sufficient cash to pay for the full set 
they are content to do without. Show them how simple a matter it is to select their pattern 
and the various pieces that are desired, and have delivered to them each month, another com- 
plete Place Service with the bill for $13.00 to $20.00. They will be amazed to find out how 
quickly it is possible for them to be the proud possessors of a complete set of sterling silver and 
their pleasure will cause them to send many of their friends in to proceed along the same plan. 


WALLACE REPRESENTATIVES WILL GLADLY ASSIST YOU IN DEVELOPING THIS PLAN 


Silversmiths 


WALLINGFORD - CONNECTICUT 
FOUNDED: -:- 1835 
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An Atlanta Rx for Flatware 


(From page 69) 


A tea bell with a properly engraved sterling silver 
handle is sent as a gift to each prominent bride, together 
with a book for recording wedding gifts. Brides who 
are somewhat less socially prominent receive from the 
store a gift record book. 

Special letters are also written to out-of-town brides 
to ascertain the pattern they have selected and their de- 
sires in the matter of wedding gifts—another valuable 
service. 

Telephone calls are used to supplement the letters, 
where the wedding is a local one, or where it is of suffi- 


“CANDI E 
LIGHT” 
One of Maler & Berkeies bie 


| 
thirty open stock sterling | 
Slatware patterns | 





see 05 Berke’s | 
on Me ini 
fjaieore potters 





Typically Renais 
sance in ornamen- 
tation... withthe [we 
classical beauty of 
the past finding | 
refreshment in a |W) 
modern setting. | 











26-piece set $74.75 | 


MAIER & BERKELE 
dracion to the South * 
ince 






Teaspoons, 
1, 6 for $9. 
26-plece Set, $7525” | 





| 
6 jor 8 ATLANTA—SAVANNAH 








Teaspoos 
ph piece Set, $7075 


ia HTA-SAVANNAH * 


Three tirnes a week the firm runs one-column advertisements 
describing one sterling pattern. 
cient importance to warrant the long-distance charges. 
All telephone calls are made by one person—Mrs. Eva 
Latham—and this method has been found more effective 
than simply leaving the calls up to individual salesmen 
to handle. 

When a prospective bride comes in, she is given intelli- 
vent advice on the selection of her pattern. 

The Maier and Berkele sales force has been long and 
well trained in the history and design of flatware, and 
its guidance is followed every year by hundreds of brides 
in Atlanta and its surrounding territory. 

When a bride-to-be has selected her pattern, it is re- 
corded and every salesman in the store knows what the 
bride has selected and gives this information to her 
friends and relatives. This leads not only to more sales 
for Maier and Berkele but makes for fewer exchanges 
to be contended with later. 

All silverware may be exchanged, though the firm does 
try to get most of the to-be-exchanged items into the 
store within 30 days after the wedding. Full purchase 
value is given on any other items selected from stock. 

This firm has successfully encouraged hope chests of 
silverware during recent years. Young women are en- 
couraged to select a pattern and build a set a piece or two 
at a time, so as to have a complete chest of flatware when 
they are married. 

As a part of this service, a handsome Duncan Phyfe 
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mahogany table is placed at the rear of the store, and is 
always set with the latest patterns in flatware, china and 
crystal. This table is changed at least once a week, and 
is complete, even to having fresh flowers daily. 

A number of definite purposes are served by this table. 
It illustrates just how a table should be set, and has an 
educational value. It enables the store to show the latest 
silverware patterns in their natural environment. And 
it also helps to sell china and glassware, of which Maier 
and Berkele, Inc., have a complete stock. 

The firm has two invisible glass show windows—the 
only ones of their kind in Atlanta—in which flatware is 
frequently shown. 

Engraving, up to 10 per cent of the value of the pur- 
chase, is done without charge. 

And here’s another small but very important detail: 
Every package going out of the Maier and Berkele store 
is as beautifully wrapped as if this service were being 
paid for. 

During the firm’s fiftieth anniversary, celebrated last 
vear, every box was of gold pasteboard. All wrapping 
paper was of clear cellophane, and gold ribbon was used 
with which to tie each package. A blue and gold special 
anniversary seal was used as a sticker to confine the end 
of each artistic ribbon bow. And to say that each pack- 
age looked “like a million dollars” is expressing it mildly. 

This special packaging was, of course, many times as 
expensive as ordinary wrapping would have been—but 
it was very much worth while, for it reminded every 
recipient that Maier and Berkele, Inc., had been in busi- 
ness for a period of 50 consecutive years, and stability, 
as well as quality and integrity, aids the retail jeweler 
in his business. It builds prestige. 

Another service is the identification of old silverware. 

Often an old piece of flatware, if it can be properly 
identified, may prove to be of real value as an antique. 
Mr. Haygood, manager of the silverware department, is 
an authority on antique silverware. 

If time does not admit of an immediate identification, 
customers are asked to leave the pieces or bring them 
back at some later date. Customers are rarely offended 
if an immediate identification cannot be made, and this 
“identification bureau,” as it might be called, is a fine 
good-will and business builder. 

Believing that advertising should be in the hands of 
experts just as much as selling silverware, Mr. Maier 
has turned this part of the business over to an advertising 
agency which has handled the account for the past five 
or more years. The present advertising campaign on flat- 
ware is typical. 

Three times a week, a one-column ad describing one 
of the store’s thirty-odd flatware patterns is run in some 
Atlanta newspaper. These ads may be from five to eight 
inches deep, being, like Lincoln’s famous pants, “long 
enough to reach to the ground.” The schedule being 
followed is Monday’s Journal, Wednesday’s Constitution 
and Thursday’s Georgian. Every paper thus gets a share 
of the advertising and all classes of people are reached. 

Each of these ads shows a particular pattern. Each 
has a line of continuity, which is: “One of Maier and 
Berkele’s 30 open stock sterling flatware patterns.” 

Each ad, furthermore, tells something of that pattern 
—how it originated, how it derived its name, or some 
little-known fact that might catch the public fancy. 











° a 
PreESENTING Peostival A NEW CREATION IN FINE STERLING 


With the freshness of a May morning... with the gayety 
of a Spring festival ... comes this new creation in fine 
Sterling, destined to captivate the hearts of the season’s 
smartest brides-to-be. FESTIVAL has that intangible quality 
called style. Sleek, slender handles, deftly embellished with 
dainty conventionalized flowers . impressive weight, so 
exquisitely balanced . . . it is the epitome of grace and love- 
liness! Here is a real contribution towards increasing the 


public’s interest in worthwhile Sterling . . . and accordingly 
for increasing your sales and profit. FESTIVAL will make its 
national debut the last of this month in the May issues 
of Vogue, Good Housekeeping and Brides magazines 
before over two million hostesses and brides-to-be. If you 
have not already had the opportunity of making arrangements 
for handling FESTIVAL in your community, through one of ou 
representatives, we suggest you write direct without delay! 


I Si (LZ 
Mokers of Sterling GY, “ / . is ee “i , Greenfield ’ 
— Tableware Exclusively kd Ve e / ry e IA) hi / “ a) Massachusetts = 
Treasure ROGERS. LUNT & BOWLEN CO Treasurr 
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BRITISH TREATY 


Results of the negotiations on the British 
trade pact are expected to be limited. 
Inner circles also admit the publicity re- 
sulting from testimony given by the more 
than 200 witnesses opposing various tariff 
duty reductions has hurt the program. Its 
most ardent advocates agree the program 
is too broad for the lay mind... it smacks 
too much of “robbing Peter to pay Paul.” 


+ * * 


PATENT LAWS 


Backstage sources say the Administra- 
tion wants revision of the patent laws to 
prevent their use for monopoly. The latest 
proposal would require the patentee to 
make use of his invention within three 
years... and give him exclusive use for 
only one year. After that, all applicants 
willing to pay the patentee a “reasonable 
royalty’ would be licensed to use the 


patent. 
* * * 


HOURS AND WAGES 


If the hours and wages bill gets through 
Congress this session, it will be in a 
mighty mild form. It may be enacted... 
in fact, its supporters say “maybe” to 
the specific question. The Administration 
wants the law ... but Congress doesn’t 
worry so much about Administration 
wants at the moment. 


* * * 


LESS FOR RELIEF 


The President intends to ask Congress 
for only a billion dollars for relief during 
the next fiscal year . . . three quarters of 
a billion less than was provided for the 
current fiscal year. This does not mean, 
however, that the need is expected to be 
less... or a great reduction in expendi- 
tures is contemplated. If the billion does 
not suffice . . . well—Congress meets again 
next January and can provide more. 


HOUSE REVOLT 


The overwhelming defeat of the tax 
on closely-held corporations was a sur- 
Prise to even its bitterest opponents. There 
was no organized drive against the pro- 
vision . . . but it seemed that every Con- 
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gressman had in mind a family-owned 
corporation or two “back home’”’. . . which 
was a real community asset ... and of 
which the community was justly proud 
. .. particularly in the retail field. They 
were not thinking of the Ford Motor Co. 
or any other giant corporation when they 
voted. 


CHANGE IN TERMS 


Economic planners in the Administra- 
tion would like to substitute the term “pub- 
lic investment” for “pump-priming” in 
their spending nomenclature. But in the 
words of Shakespeare ... or someone... 
what’s in a name? The planners argue 
that the Government should spend bil- 
lions on projects like conservation, re- 
forestation, public health, and _ self-liqui- 
dating works .. . to boost national income. 
But it is likely that more than a change 
in terminology will be required to secure 
adoption of such a program in the near 
future. 

* & % 


SUPER HIGHWAYS 


The President seems to be sympathetic 
to the super highway proposal .. . on the 
ground that tolls will pay for them. The 
plan calls for these highways to be con- 
structed from east to west and from north 
to south. But under existing condemna- 
tion laws, the plan seems impossible of 
consummation. It would require three 
years to make anything like a start... 
and probably 25 years to construct even 
one coast-to-coast highway .. . the cost 
of which would be about $300,000 a mile. 


* * * 


FAIR TRADE STUDIES 


The studies to be made by white collar 
workers into the effects of the Fair Trade 
and other laws regulating business are 
likely to amount to little more than just 
work for white collar workers ... in 
fact, they are considered as being just that 
and no more. Final results of this WPA 
project are not likely to prove much. Too 
much time will be required for comple- 
tion . .. and such studies cannot be han- 
dled adequately by the Government .. . 
the required impartiality means an almost 
balancing of the pros and contras. 
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ANTITRUST DRIVE 


Administration plans now call for an 
investigation of the antitrust laws with 
a view to rewriting them next year. Price 
studies now under way will be available 
to the investigating committee . . . so will 
the multitude of plans for dealing with 
control of business. Meantime, Professor 
Arnold may attempt an aggressive en- 
forcement of existing laws ... to see what 
happens. 


* * * 


FAIR TRADE LAWS 


The Administration is expected to strike 
out boldly against resale price mainte- 
nance agreements if and when the 
Fair Trade law measure for the District 
of Columbia gets to the White House. The 
President signed the Tydings-Miller Act 
last year only because it was attached as 
a rider to the District Revenue Act... 
and he is known to be against price-fixing 
in theory. 


STUDIES UNDER WAY 


President Roosevelt has told Congres- 
sional leaders that he plans to spring no 
new big legislative proposals . . . but he 
may be forced to do something if business 
doesn’t come around soon. It would be 
political suicide to let things dwaddle in 
the doldrums throughout summer and fall. 
So, unless business picks up, action can be 
expected within two months . . . with new 
measures for combatting the depression. 
Highly important backstage studies are 
now under way. 


* * * 


MONOPOLIES MUST GO 


Though the Administration’s anti-mo- 
nopoly drive is stymied by the business 
recession, the naming of Prof. Thurman 
W. Arnold as assistant attorney-general 
in charge of trust-busting gives point to 
what has recently become increasing- 
ly evident to those close to the White 
House—that Mr. Roosevelt is more than 
ever convinced that monopoly as an in- 
strument of control over processes of in- 
dustrial and economic democracy must 
go. This determination remains despite 
attempts to play down that phase of 
Administration policy. 

















Business is built on 


CONFIDENCE 


ee 
When a jeweler ships a 
lot consisting of old 


GOLD 
SILVER 
PLATINUM 
FILLED and PLATED 


we have an opportunity to prove 
to him that our reputation for 
prompt, dependable returns does 
justify CONFIDENCE in DEE. 





Every shipment receives the kind of at- 
tention that perpetuates the reputation 
resulting from conscientious refining ser- 
vice since 1889. 




















DEE:Co. 


PRECIOUS METALS 
<erFINERS » MANUFACTURER S 


55 East WASHINGTON STREET CHICAGO, ILLINOIS 














74 


Place Service Selling 
(From page 35) 


Chicago, and J. B. Hudson Co., of Minneapolis, Minn, 

The place setting idea became national in scope last 
month when several silverware manufacturers activated 
the plan by furnishing helpful sales aids to retail jewelers, 
Helps include, in the instance of Towle Mfg. Co.: A 
manual by John §S. O’Connell, sales and advertising 
manager; a window display unit consisting of a card, 
place service placques to carry the pieces which make up 
a place service, and a place service pad which carries 





A plate setting showing Mary II, by Rogers, Lunt & Bowlen. 


place service and a china plate; leaflets to present or mail 
to customers; suggested newspaper and radio advertising; 
a letter to customers, and a record card for the name and 
address of the customer, the day of the month subsequent 
sets are to be sent, the name of the salesperson and 
whether the customer is charge or C.O.D. 

The place setting plan is not credit selling; yet it is 
advantageous to customer, retailer and supplier in the 
same way that credit selling chiefly is; it makes more 
and bigger sales because it distributes the cost of pur- 
chase over a period of months. 

It can be operated on the Book of the Month Club prin- 
ciple, with the customer authorizing the delivery of a 
place setting on the first, the tenth or some other day each 
month until her service for four, six, eight or twelve is 
complete. There are many customers of good credit in 
every buying area for which this plan has great appeal. 

With its brilliant opportunities for window and store 
display, the plan is ‘‘tops” for stores with chinaware and 
glassware departments. No “place setting’ window is 
complete without at least one service with linen, dinner 
plate and goblet or other glassware. A carefully planned 
display of related merchandise invariably packs plenty of 
sales punch. 

Devoting a page to the plan, the April issue of Good 
Housekeeping (see cut on page 35) says: “Every one 
longs to possess a complete set of sterling silver, but many 
of us find that it'would put too heavy a strain upon our 
budget to buy it at any one time. We say to ourselves, 
‘Some day I’ll save enough to buy that lovely silver pat- 
tern I’ve always longed for.’ All too often some day 
never comes. Other demands are made upon our savings 
so that we deprive ourselves of having and bequeathing 
beautiful silver. Silver dealers are now offering a new 
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way to buy silver, which will spread the cost of a com- 
plete service over a period of months. It is called the 
‘place setting plan’ and it enables you to buy a complete 
‘adividual place setting each month or as often as you 
wish. . «+ 

“The usual place setting consists of one luncheon knife, 
one luncheon fork, one salad fork, one cream soup spoon, 
one tea spoon and one butter spreader. If you wish, how- 
ever it may consist of anything you choose, for example, 
one dinner fork, one dinner knife, one soup spoon, one 
dessert fork, one dessert spoon or any other combination 
that suits your needs. The cost will run from about 
$14.50 to as high as $30 for each place service... . 

“Fach month or as often as you wish you can have 
your jeweler or silver dealer deliver a complete place 
service to you. Your family and friends will welcome the 
opportunity to help you acquire something that they know 
you really want.” 

House Beautiful for May will contain a two-page 
spread showing around the edges a score of patterns of 
eight silver manufacturers. These patterns will be shown 
with the knife handles photographed as though the blades 
were sticking through the paper. In the center will be 
a small sketch of the proper silver setting for a single 
place at the table. Underneath will be a note relating 
to the selection of the bride’s silverware and the possibil- 
ity of budgeting and buying through individual place 
settings. On the opposite page will be a chart showing 
the prices of services for four, six and eight persons, 
taken from the Spaulding-Gorham, Inc., leaflet. 


Watchmakers Awarded Certificates by H. |. A. 

WasHincTon, D. C.—The Examining Board of the 
Horological Institute of America met here on March 5 
and granted certificates to the following watchmakers: 


CERTIFIED WATCH MAKERS 


Name Address 
Edward J. Doris 
Ferd P. Peck 
Boyd L. Ruhlman 
Guy T. Swindell 
Otto John Weist 
Ciarence L. Wikel 


Employed by 
Augusta, Ga. Wm. Schweigert & Co. 
Elgin, Ill. Student at Elgin Colles: 
Grand Repids, Mich. Basch & Co. 
Washington, N. C. R. Lee Stewart 
Bismarck, N. D. 
Beckley, W. Va. 


Junior WatCHMAKERS 


Stanford Jewelry Store 


Fred A. Baker Elgin, Ill. Student at Elgin College 
Fred B. Breitinger Elgin, Il. Student at Elgin College 
Frank H. Curtis Moline, Ill. Olaf Ledel 

Larry . Kennedy Elgin, Ill. Student at Elgin College 
Harris Kijak Elgin, Ill. Student at Elgin College 
Robert S. Metzger Lancaster, Pa. Hamilton Woetch Co. 

J. Robert Peterson Elgin, Ill. Student et Elgin College 
Kazuyuki T. Takano Peoria, Il. Student at Bradley Inst. 


The next meeting of the Examining Board will be held 
late in April. This will be the last session before the 
annual meeting of the Institute on May 8 and 9. Watches 
for grading at the April meeting must be in for test by 


April 10. 


Square Deal = Success 
(From page 66) 
lieves an honest business will always be a_ successful 
business. 

As you board a Detroit street-car or motor bus and 
relax into your seat, you begin to notice the placards 
around the moulding. Many are alive with promises of 
relief, quality, or your money back. Eventually your eye 
falls upon a black sign lettered in white: 

“Miller—Square Deal Jeweler” 
An Outer Sign of an Inner Policy 
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SALES OFFICES 


CHICAGO 
Heyworth Building 
G. A. Simmons 


PHILADELPHIA 
700 Chestaut St. 
Benj. Woldow 
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| BIGNEY 
“6 Mirror-Finish”’ 
Products 


| The new Camille expansion 
| bracelet presents itself to the 
Smooth and 
very flexible on the arm. Ex- 
pansion bracelets are becom- 
ing very popular. 

We are also showing a large 
and distinctive new line of 
1/20 12K gold filled lockets 
as well as crosses, tubing 
bracelets, Waldemar chains, 
| knives and novelties. 

Our salesmen are now show- 
ing these new items to the 
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CAMILLE 


BRACELET—WITH CAMEO 


20-B 
Patent Pending 





CAMILLE aati ype BRACELET 


Patent Allowed 


CAMILLE iets BRACELET 
1-B 


Patent Pending 






"It's Wear 
that 
Counts” 
BIGNEY’S 


Square Corner, 


¥ Close Soldered 


BOSTON LINK 
CHAINS _ (Pat.) 
make ideal Wal- 
demars or Dick- 


gold - filled, four 
sizes. We also 
carry a large line 
of fancy and plain 
gold-filled chains 
in Vests, Dickens 
and Waldemars. 
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1143X 
LOCKET AND 
CHAIN 


Sold Thru Wholesalers 


S. O. Bigney Co. 


“The House of Mirror Finish Fame” 


Factory & Main Office: 


ATTLEBORO, MASS. 





New FTC Jewelry Trade Rules 
(From page 46) 


effect of misleading or deceiving purchasers, prospective pur- 
chasers, or the consuming public. 


Rule 3—Misuse of terms “Perfect Cut,” “Perfectly Cut,” “Eye 
Perfect,” “Commercially Perfect,” “Commercially 
White,” ete.: 

It is an unfair trade practice to use the terms “perfect cyt” 
“perfectly cut,” “eye perfect,” “commercially perfect,” or “com. 
mercially white,” or any other terms, expressions, or representa. 
tions of similar import, in advertising, labeling, representing 
or describing any diamond, when such terms are so used for 
the purpose or with the capacity and tendency or effect of mis- 
leading or deceiving purchasers, prospective purchasers, or the 
consuming public. 


Rule 4—Misuse of Words “Pearl,” “Diamond,” “Ruby,” “Sap. 
Va phire,” “Emerald,” “Topaz,” etc.: 





When you Say It is an unfair trade practice to use the word “pearl,” or 
the word “diamond,” “ruby,” “sapphire,” “emerald,” “topaz” 
“WATER or the name of any gem stone, in such manner as to mislead 
or deceive purchasers, prospective purchasers, or the consuming 


public into the erroneous belief that the prcduct is a genuine 


oP ° : 
pearl, diamond, ruby, sapphire, emerald, topaz, or other gem 


stone. 
DEFINITIONS in footnote. 
































The | nd most complete lin 
say of ‘Stering Water Pitchers in Amer. [IT] | “DEFINITIONS (Rule +): 
——. MR 6 ec Pearls: Pearls are lustrous concretions, consisting essentially 
catia, phe typifies the beautiful of alternating concentric layers of carbonate of lime and organic 
4} "Sterling by ELLMORE" which is material found in the shells of certain mollusks, the result of 
commanding the comment and ad- an abnormal secretory process caused by an irritation of the 
a pal Ne inec ty ELL. mantle of the mollusk consequent on the natural intrusion into 
MORE" is offered at prices consid- the shell of some foreign body. 
erably lower than those which you Diamond: A mineral consisting essentially of pure carbon 
: mice reapttage de sgn ig ga Write crystallized in the isometric system, either colorless or colored. 
WATER PITCHER ; Its hardness is 10 and its specific gravity approximately 3.53, 
imei Bi sine - THE ELLMORE SILVER Ruby: The name “ruby” is given to the transparent to trans- 
Applied Wire COMPANY lucent variety of the mineral corundum. Its color is red with 
Height 814” Department A~MERIDEN, CONN. only limited traces of other tints or hues. The color is due to 
Capacity: Four Pints New York: 347 Fifth Avenue the presence of minute quantities of metallic oxides in the 
*Keystone San Francisco: 830 Market St. alumina. Its hardness is about 9 and its specific gravity varies 
ar from 3.94 to 4.10. The variety of ruby which exhibits a six- 
Hint i rayed star is known as the “Star Ruby.” 


Sapphire: The name “sapphire” is given to the transparent 
to translucent blue, yellow, green, orange, purple, pink, or other 
colored or colorless varieties of the mineral corundum, except 
red, or red with only limited traces of other tints or hues. The 
colot is due to the presence of minute quantities of metallic 
oxides in the alumina. Its hardness is about 9 and its specific 
gravity varies from 3.94 to 4.10. The translucent variety of 
corundum of any of these colors which exhibits a six-rayed star 
is known as the “Star Sapphire.” 

Emerald: A deep green to light grass green transparent to 
translucent variety of the mineral beryl which crystallized in the 
hexagonal system. Its color is due to the presence of chromium. 
Its hardness ranges from 7% to 8, and its specific gravity from 
2.67 to 2.75. The still lighter green varieties of beryl are cor- 
rectly known as either green beryl or aquamarine and should 
not be confused with emerald. 

Topaz: A mineral consisting essentially of aluminum fluo- 
silicate crystallized in the orthorhombic system. Its character- 
istic color is yellow, varying from canary to deep orange, but 
it is also white, greenish, bluish, pink, rose, red, etc. Its hard- 
ness is 8 and its specific gravity varies from about 3.4 to 3.6. 
This mineral, known in the trade as precious topaz, should not 
be confused with a yellow to brown variety of quartz (silica) 
generally known as topaz quartz, citrine quartz, or citrine. 








GEM-STONES By G. F. Herbert Smith 


4 y “ - 9% 66 4 99 OORT ” . 
Ae tetecenting Autheetintive Desk Rule 5—Misuse of Words “Real,” “Genuine,” “Natural,” ete. 


It is an unfair trade practice to use the word “real,” “genuine,” 





Comprising 40 chapters and many diagrams, plates and tables by an outstanding cs : . 
authority. Over 300 pages. Price $3.00. or “natural,” or any other word, expression, or representation 
ant . ra - aie a aS scle or 

THE JEWELERS’ CIRCULAR—KEYSTONE of similar import, in any way as descriptive of any article 
articles which are manufactured or produced synthetically ot 


| artificially, or which are artificially cultured or cultivated, or 
| which are a simulation or imitation of or substitute for any 
| precious or semi-precious stones, or pearls, with the tendency 
| and capacity or effect of misleading or deceiving purchasers, 


WESTCO QUALITY LEATHER STRAPS | prospective purchasers, or the consuming public. 


239 W. 39th St., New York 














Rule 6—Misuse of Terms “Blue White,” etc.: 
Muways dependable. Always priced right. |/ (a) It is an unfair trade practice to use the term “blue white,” 


: Always a large selection. “’ or any other term, expression, or representation of similar 
See our new numbers priced to meet your every demand at -jelles d : — _— ° vee 2 | 
import, as descriptive of any diamond which shows any color 


a profit to you. v y 
or any trace of any color other than blue or bluish, with the 


WESTERMAN MFG. co. ' Se 9 | tendency and capacity or effect of misleading or deceiving pur- 


| chasers, prospective purchasers, or the consuming public. 
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(b) The practice of tinting a diamond a bluish white or any 
other color for the purpose or with the tendency and capacity 
effect of thereby misleading or deceiving purchasers, pros- 
a tive purchasers, or the consuming public as to the natural 


color, tint, or condition of such diamond, is an unfair trade 
’ 


practice. 
Rule 7—Misrepresentation as to Character of Business: 
Representing, in connection with the sale or distribution of 
any article or product of the industry, that the seller or dis- 
tributor is a manufacturer, wholesaler, or importer of said 
article or product of the industry when such is not true in 
fact, or when such concern Is not engaged in the manufacturing, 
wholesaling, or importing business, is an unfair trade practice. 


Rule 8—Misrepresentation of Products: 

Making, or causing to be made or published, any false, mis- 
leading, or deceptive statement or representation, by way of 
advertisement or otherwise, concerning the grade, quality, quan- 
tity, use, size, material, content, origin, nature, substance, prep- 
aration, manufacture, or distribution of any industry products, 
or in any other material respect, is an unfair trade practice. 


Rule 9—Misbranding: 

The false or deceptive marking or branding of products of 
the industry with respect to the grade, quality, quantity, use, 
size, material, content, origin, nature, substance, preparation, 
manufacture, or distribution of such products, or in any other 
material respect, is an unfair trade practice. 


Rule 10—Fictitious Price Tags: 

It is an unfair trade practice for any member of the industry, 
directly or indirectly, to use, or to supply to dealers, or to aid 
or assist in the use of, price tags which are knowingly false, 
fictitious, or exaggerated, or which such member has reason to 
believe are intended to be used or will be used by dealers or 
salesmen for the purpose of misleading or deceiving purchasers, 
prospective purchasers, or the consuming public in respect to 
pricey value, or in any other material respect. 


ule 11—Misuse of Term “Synthetic”: 

Applying the term “synthetic” to gem stones other than those 
produced by artificial means and having essentially the same 
physical, chemical, and optical properties as the genuine or 
natural gem stones which such synthetic products simulate, with 
the tendency and capacity or effect of misleading or deceiving 
purchasers, prospective purchasers, or the consuming public, is 
an unfair trade practice. 


Rule 12—False Invoicing: 

Withholding from or inserting in invoices any statements or 
information by reason of which omission or insertion a false 
record is made, wholly or in part, of the transactions repre- 
sented on the face of such invoices, with the purpose or effect 
of thereby misleading or deceiving purchasers, prospective pur- 
chasers, or the consuming public, is an unfair trade practice. 


Rule 13—Robinson-Patman Act: 

(a) Prohibited Discriminatory Rebates, Refunds, Discounts, 
Credits, and Other Price Differentials. It is an unfair trade 
practice for any member of the industry engaged in commerce’, 
in the course of such commerce, to grant or allow, secretly or 
openly, directly or indirectly, any rebate, refund, discount, credit, 
or other price differential, where such rebate, refund, discount, 
credit, or other price differential effects a discrimination in 
price between different purchasers of goods of like grade and 
quality and where either or any of the purchases involved 
therein are in commerce’ and where the effect thereof may be 


. substantially to lessen competition or tend to create a monopoly 


in any line of commerce’ or to injure, destroy, or prevent com- 
petition with any person who either grants or knowingly 
receives the benefit of such discrimination or with customers of 
either of them: Provided, however— 

(1) That the goods involved in any such transaction are 
sold for use, consumption, or resale within any place under 
the jurisdiction of the United States; 

(2) That nothing herein contained shall prevent differ- 
entials which make only due allowance for differences in 
the cost of manufacture, sale, or delivery resulting from the 
differing methods or quantities in which such commodities 
are to such purchasers sold or delivered; 

(3) That nothing herein contained shall prevent persons 
engaged in selling goods, wares, or merchandise in com- 
merce’ from selecting their own customers in bona fide 
transactions and not in restraint of trade: 

(4) That nothing herein contained shall prevent price 
changes from time to time where made in response to 
changing conditions affecting either (a) the market for the 
goods concerned, or (b) the marketability of the goods, such 
as, but not limited to, actual or imminent deterioration of 
perishable goods, obsolescence of seasonal goods, distress 
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PEBMAFLECTOR LIGHTING 


FORCIEY 








Well designed, expensive, merchandise-displays often 
look dull, lifeless and fail to click because they lack 
FORCE! Punch and brilliance are needed to capture 
your prospects’ attention and stimulate their interest. 
Permaflector Lighting provides FORCE—in the form 
of high intensity illumination that will revive the 
“sales power’ of your window and interior displays. 











FREE LIGHTING BOOKLET 


A request on your letterhead will bring you 
without obligation our new booklet entitled 
“Modern Lighting for Modern Jewelry Store 
Merchandise” which contains complete infor- 
mation on Permaflector Lighting, together with 
many photographs of actual installations. 





PITTSBURGH REFLECTOR CO. 


| OLIVER BUILDING PITTSBURGH, PA. 


THE TRADE MARK OF BETTER LIGHTING 
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Have you received your copy of 
The 1938 Catalogue of the 


CHASE LINE 


containing a 
VALUABLE PREMIUM OFFER? 
WATCH FOR IT! 


Write Us at Once if You Have Not Already 
Received Yours 








Ball Watch—7% or 8% Ligne Movement in 
7 or 17% Jewels, Cased in Sterling Silwer or 
Rolled Gold Plate 


RIGHT in Time 
RIGHT in Style 
RIGHT in Price 





CHASE WATCH CORP. 
68 NASSAU ST., NEW YORK 











pode FLORENCE 


The fortunate bride who receives 
Spode dinnerware is always a prospect 
for additions to her set. 


Sole Agents and Wholesale Distributors 


COPELAND & THOMPSON, INC., 206 Fifth Ave., New York 











sales under court process, or sales in good fait 
tinuance of business in the goods concerned. 

(b) Prohibited Brokerage and Commissions. It is an unfaj 

trade practice for any member of the industry engaged in poe 

merce’, in the course of such commerce, to Pay or grant pr 

receive or accept, anything of value as a commission, brokera > 

or other compensation, or any allowance or discount in he 


h in discon. 


: : li 
thereof, except for services rendered in connection with Ps 
sale or purchase of goods, wares, or merchandise, either to the 


other party to such transaction or to an agent, representative 

other intermediary therein where such intermediary is pe: 
in fact for or in behalf, or is subject to the direct or indires 
control, of any party to such transaction other than the pers : 
by whom such compensation is so granted or paid. ” 

(c) Prohibited Advertising or Promotional Allowances Etc 
It is an unfair trade practice for any member of the industry 
engaged in commerce’ to pay or contract for the payment of 
advertising or promotional allowances or any other thing of 
value to or for the benefit of a customer of such member in the 
course of such commerce as compensation or in consideration 
for any services or facilities furnished by or through such 
customer in connection with the processing, handling, sale, or 
offering for sale of any products or commodities manufactured 
sold, or offered for sale by such member, unless such payment 
or consideration is available on proportionally equal terms to 
all other customers competing in the distribution of such prod- 
ucts or commodities. 

(d) Prohibited Discriminatory Services or Facilities. It is an 
unfair trade practice for any member of the industry engaged 
in commerce’ to discriminate in favor of one purchaser against 
another purchaser or purchasers of a commodity bought for 
resale, with or without processing, by contracting to furnish or 
by furnishing, or by contributing to the furnishing of, any ser- 
vices or facilities connected with the processing, handling, sale 
or offering for sale of such commodity so purchased upon terms 
not accorded to all purchasers on proportionally equal terms. 

(e) Illegal Price Discrimination. It is an unfair trade prac- 
tice for any member of the industry or other person engaged in 
commerce’, in the course of such commerce, to discriminate in 
price in any other respect contrary to Section 2 of the Clayton 
Act as amended by the Act of Congress approved June 19, 
1936 (Public No. 692, 74th Congress), or knowingly to induce 
or receive a discrimination in price which is prohibited by such 
section as amended. 


1As herein used, the word ‘‘commerce’’ means trade or commerce 
among the several states and with foreign nations, or between the 
District of Columbia or any territory of the United States and any state, 
territory or foreign nation, or between any insular possessions or other 
places under the jurisdiction of the United States, or between any such 
possession or place and any state or territory of the United States or the 
District of Columbia or any foreign nation, or within the District of 
Columbia or any territory or any insular possession or other place under 
the jurisdiction of the United States: Provided, That this shall not apply 
to the Philippine Islands. 


New Stores to Woo the Public 
(From page 43) 


be. It is almost impossible to attribute psychological 
somersaults to specific colors. Style and unusualness are 
most often found to exert the greater influence. 

In the Spector store color is important, not because it 
has a mystic attraction that might bring people in off the 
streets and stimulate their buying urges, but because it is 
clean-looking, stylish and harmonized. The woodwork 
is bleached prima vera stained gray. The walls are a light 
maize yellow. The ceiling is oyster white, and the floor 
linoleum is bordered blue around a white marbelized 
center. The ceiling in the rear is terra cotta—a brief 
touch of high color to emphasize the “hidden” depart- 
ments. 

Bronze is used for all exposed metal. The show cases, 
with wood bases and glass crowns, are trimmed with 
thin bronze angles which are a smart reversion to an 
older fashioned constuction. The entire color effect of 
the interior is light, bright and interesting. Its bases, 
gray, yellow, white, blue and bronze, are all harmonious. 
They have the added advantage of being, at the same 
time, very much in the mode. They are applied, more- 
over, in architectural fashion: starting with the white 
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of the ceiling, they run through yellow (walls), gray 


(fixtures), to blue (floor). This rule—running from 
ight to heavy colors generally works well. However, 


it is not the only possible arrangement. 

Light is the handmaiden of color, and the jewelry 
store that is underlighted is seriously handicapped. Per- 
haps, however, we should distinguish between the gen- 
eral term “lighting” and a more specific term, “focus of 
light.” This focus arrangement is even more important 
than the general illumination. It permits the highlighting 
and spotlighting of the displays or architecture according 
to a desired emphasis. In a jewelry store, in particular, 
a blaze of light, bathing all surfaces in a more or less 
equal intensity of illumination, may kill the attractiveness 
of the display. 

To prevent this, a row of recessed reflectors has been 
placed in the ceiling directly over the show cases. In 
addition, both show cases and wall cases are integrally 
lighted, with the result that the merchandise receives 
from two to four times the intensity of light received by 
the walls and floor. This effect makes for good contrast 
and enhances the brilliance of the jewelry. General 
illumination is provided by three indirectly lighted domes 
in the ceiling, requiring an elaborate furred down ceiling 
construction. ‘These three circles of light in the ceiling 
serve to reduce the apparent depth of the store and to 
encourage access to rear departments. 

The facade of the Spector store is interestingly done 
in ivory terra cotta with black terra cotta bulkheads and 
porcelain enamel valances. 

The Michaels store is large and ambitious, but its 
ambition and energy are tempered with dignified form. 
The quiet richness of its coloring quality and of the ma- 
terials used in its ornamentation and structure reflect 
the policy of a management that has always sought to 
give a well-established and permanent appearance to its 
stores. It occupies space that was once the high-ceilinged 
banking floor of one of the city’s leading banks. irregular 
in shape with a spacious central area. The conversion 
from money to jewelry required lowering the old ceiling 
and inserting a new second floor in the made space, rip- 
ping out solid masonry walls and inserting show windows, 
shoring up a five-story building and installing air con- 
ditioning throughout both new floors. 

The interior of the Michaels store has a large central 
public area, flanked by free-standing show cases. liberally 
spaced. Displays are well spread, never congested and 
never overpowering. ‘The interior is given considerable 
pattern, however, by reason of its grouping of displays, 
its two parallel rows of show cases and its all-wood walls. 

The whole of the interior makes an impressive appear- 
ance due to the spaciousness of the public area and the 
large amount of windowed display on all four walls. 
Located on the busiest corner in New Britain, the street 
displays may also be seen through large glass windows 
in the window backs. These also make the store ex- 
tremely bright—often sunny—and tend to subdue and 
neutralize the artificial lighting, which has been deliber- 
ately subordinated by the architects. 

Color and space are two outstanding features of the 
Michaels design. The walls of sapili and mottled ma- 
hogany, framing large wall displays that are brightly 
lighted, are separated by a large cleared area that is in 
scale with the heaviness and size of the furniture and 





THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1938 


. 











TIME AT A GLANCE 


Pennwood 


SELF-STARTING 
ELECTRIC NUMERAL 


CHIEFTAIN — Black 
No. 704, walnut No. 705; 
shipping wt. 2% Ibs., 
length 7%”, height 4”, 
depth 4”. Moulded plas- 


tic—-complete with cord 
and connector. 

Retail $4.95 
No. 702 same _ except 


moulded chrome luvers 
in grooves. 


Retail $5.95. 
TIME AT A GLANCE 


IMPERIAL — No. 738, 
moulded ivory with red 
vanes, No. 708, moulded 
black with red vanes, 
No. 708-A, moulded black 
with ivory vanes. Ship- 
ping wt. 3 lIbs., length 
104”, height 44”, 
depth 4%”. 

Retail $7.95 
TIME AT A GLANCE 





IRIS—No. 701, sad- 
dle brown leather 
with side gold 
lines. Shipping 
wt. 2% Ibs., length 
7”, height 4”, depth 
3%”. 


Retail $17.95 


TIME AT A GLANCE 





Clocks 















CHATHAM — No. 707, 
walnut hand rubbed — 
beautiful piano finish— 
shipping wt. 2% Ibs., 
length 7%”, height 4”, 
depth 314”. 


Retail $6.95 
TIME AT A GLANCE 





ARCTURUS — No. 722, 
walnut hand rubbed— 
beautiful piano finish. 
Shipping wt.. 3% Ibs., 
length 7%”, height 4”, 
depth 4”. 

Retail $7.95 


TIME AT A GLANCE 





See your jobber or write direct to 


THE PENNWOOD CO. 


Pioneers of ‘Numeral Clocks 


Dept. J, 7525 Kensington St., Pittsburgh, Pa. - West Coast Sales 
Office: E. R. Treiber, 470 Daniels Drive, Beverly Hills, California 





















How Jewelry Stores Can ALhract 


Women Everywhere want 
This NEW Low-Priced 
ELECTRIC COOKING 


Millions of dollars have been spent in the past few 
years to make the women of America ‘“‘electric cooking 
conscious.” And now the sensationally popular WEST- 
INGHOUSE ELECTRIC ROASTER offers practical, 
timesaving electric cooking at a price every home can 
afford. Use this vast new active demand to get new 
customers into your store ...to build extra profits. 
For information on the complete Westinghouse appli- 
ance line, and name of your local representative, | 
write to Westinghouse Electric & Manufacturing Co., 
Dept. 8255, Mansfield, Ohio. 





.ouse Westinghouse 











A Corner of our Sweeps Burning and Grinding Department 


All lots of Sweepings, etc., are burned, ground and assayed separately 
with great care and precision. 


We earnestly solicit your patronage. 


L. LELONG & Bro. INC. 
GOLD, SILVER and PLATINUM 


Refiners, Assayers, Smelters and 
ullion Dealers 


345-7 Halsey St., Newark, N. J. 





81 Years Serving the Trade 
Nationally Known Since 1858 
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with the wealth of jewelry display. This is a happy com. 
bination of the Victorian concept of leisurely commerce 
and unquestioned quality with a parenthetic concession 
to modern merchandising design. The hand-carved 
plaques that distinguish the interior recall the craftsman. 
ship of jewelry; the lack of interior signs implies a dig. 
nified administrative policy that frowns upon “high 
pressuring.” 

The Spector modernization was designed and exe. 
cuted by American Store Equipment & Construction 
Corp., New York. For the Michaels store, Charles §, 
Telchin and Francis X. Gina, of New York, drew the 
architectural plans; interior cabinet work and fixtures 
were by the Kump Woodworking Co., Brooklyn, and 
the structural work and the exterior were executed by 
Carlson & Korell Co., New Britain, Conn. 


Writer Takes Issue With Criticism of 
Some Credit Jewelers’ Methods 


Editor, THE JEWELERS’ CIRCULAR-KEYSTONE: 

Because I believe that fairness demands publication in 
your columns of the enclosed article in rebuttal to Mr, 
Doyle’s article in the March issue of THE JEWELERS’ 
CirRcULAR-KEyYSTONE, I am submitting it to you. 

If it impresses you as rather caustic, I can only suggest 
that Mr. Doyle should be able to “take it” as well as 
dish it out—and I am sure he can. 

Furthermore, I believe that my answer is only typical 
of the strenuous exception taken to Mr. Doyle’s state- 
ments by other credit jewelers whom I have talked to. 

Of course I realize that I cannot attempt to dictate 
your editorial policy, and I certainly do not wish to ap- 
pear as even trying to do so. 


After all,—Mr. Bartley J. Doyle has just found out that some 
jewelers are selling refrigerators—some are conducting trade-in 
sales and others—are advertising articles at 25 cents down and 
25 cents weekly, and then attempting to sell better merchandise 
on higher terms. 

Poor Mr. Doyle and his bleeding heart, for the indignities 
heaped upon what he now admits seems at times to him, to be 
a divine institution. Poor Mr. Doyle, with his delusions of 
divinity and grandeur for the jewelry industry. 

How unfortunate indeed the action of his editor in permitting 
to appear on page 106, of the same issue, a thoroughly rude 
article, suggesting that the retail jeweler devote some of his 
God-given talents to promoting the sale of so prosaic, so plebian 
an article, as an electric shaver! 

And how vile, the action of the mercenary business depart- 
ment of the “Circular” to permit to appear on page 25 of the 
same issue of the “Circular”—the Bible—the Talmud—the Koran 
of the jewelry industry—a paid page ad suggesting that jewelers 
soil their hands with umbrellas. 

Electric shavers? “Yes!” says the “Circular.” Umbrellas? 
Yes, says the “Circular.” But refrigerators? “No!”—Radios? 
“No!”—Vacuum cleaners! “No!” says Mr. Doyle. 

Any month, or year new, Mr. Doyle will possibly get around 
to knowing that many credit jewelers are branching out, and 
deliberately and with malice aforethought, entering the credit 
department store field. This is partly in retaliation for the 
inroads into the jewelry field of the clothing stores, furniture 
stores, and department stores and in which the said stores have 
been aided and abetted by practically all manufacturers, jobbers 
and wholesalers. Many of them incidentally are customers of 
Mr. Doyle’s “Circular” which may explain Mr. Doyle’s silence 
concerning the sale of jewelry to these outlets which has made 
the jeweler’s lot increasingly harder. 7 

The trend among credit jewelers to embrace other lines 1s 
also due to the fact that due to the lack of any really effective 
effort on the part of the manufacturers and trade associations 
to stimulate public interest in jewelry, the volume has not kept 
pace with the increasing number of outlets. 

The credit jeweler who thus finds himself forced into the 
credit department store field, must face the competitive condi- 
tions he finds in the field, although his primary training as 4 
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may cause him to inwardly revolt at these. It does not 

follow however, that he is engaging in a racket, or is a 

racketeer. Now let us next consider the matter of trading-in 

watches — Mr. Doyle seems to feel is, if not overdone, being 
iled at least. 

on sure whether the automobile and the radio people 
consider their industries as of “divine” origin. I suspect they 
do not, and that they are primarily interested in is conducting 
a profitable business. — ere ; 

By no stretch of the imagination would one consider the style 
factor in a radio as important as in a wristwatch, yet, the com- 
paratively infant radio industry, realized years ago that the 
dealer must take an old radio off a customer’s hands when they 
attempt to sell him a new one and that new production could 
not otherwise be maintained. : — 

The automobile industry has also come to this realization and 
is making strenuous efforts to promote the trade-in principle 
right now even in used cars. ; ; 

And insofar as the $10 to $15 offer for a trade-in watch is 
concerned, I personally often wonder who does the industry the 
most harm, in the public’s eyes: the jeweler who offers $10 to 
$15 for a watch for which the owner may have paid $30 or $40, 
some years ago, or the one who offers $2 or $3 for it and thereby 
jepreciates the lasting quality of a watch and stresses its depreci- 
ation. 

This trade-in idea incidentally has been largely sponsored 
and encouraged for years by a very large manufacturer of a 
very popular watch, who incidentally distribute a major part of 
their product through the credit jewelers. 

I'll give Mr. Doyle two guesses and then if he hits it correctly, 
I’d like him to tell me the name of one other watch, silverware, 
or jewelry manufacturer who has contributed more towards 
making the retail jewelry business a profitable one—who has 
done more to teach the retail jewelers how to merchandise—who 
has spent any more money to send customers into the jeweler’s 
store, or who offers the public any better retail value, than this 
particular watch manufacturer. 

So much for that! Now, Mr. Doyle was deeply grieved and 
shocked when his shopper reported that a store which advertised 
terms 25 cents down and 25 cents weekly actualy tried to pro- 
mote the sale of a much better watch on higher terms. 

Of course, if you go along with Mr. Doyle’s basic premise 
that the jewelry industry is a “divine institution,” such a prac- 
tice is decidedly out of order. I agree that a church, kirk, or 
synagogue has no right to invite you in to worship for a pew 
or seat fee at 10 cents, $10, or $100, and then try to sell you a 
preferred seat at a higher tariff and it isn’t being done. 

But if you believe a jewelry store is intended to be a com- 
mercial enterprise I fail to see anything terribly wrong in at- 
tempting to promote the sale of a better article to a customer 
who originally came in for a cheaper one. 

Mr. Doyle’s own “Circular” has in fact, carried the message 
of some pretty high-class manufacturers which have been built 
around the idea of “plussing-up” the sale. Right now two of our 
most respected silverware manufacturers are encouraging jewel- 
ers to offer a serving piece at 25 cents and 49 cents to “introduce 
a new pattern.” 

All the “introductions” in the world don’t do your advertiser 
any good unless sales result. So in the final analysis this little 
serving piece at 25 cents and 49 cents is merely “bait” to pull 
customers across the door step and thus afford an opportunity 
to “go to work on them.” Finally Mr. Doyle adopts the rather 
time-worn methods of the politician who wins arguments by 
branding the fellow who disagrees with them a “Communist.” 

There is perhaps something in your plaint, Mr. Doyle. There 
are abuses in the retail jewelry field today just as there were 
in the good old gaslight days when the retail sale of jewelry 
was on an exclusively cash basis, and the more progressive and 
enlightened jewelers—cash and credit alike—are doing their best 
to stamp them out. 

(signed) C. M. BrapsBury, president, 
Associated Credit Jewelers of N. Y. & N. J. 
New York, March 11, 1938. 


jeweler, 


(Editor’s Note: In the above letter, Mr. Bradbury fails to 
realize that columnists and editors need not necessarily agree. 
Certainly Walter Lippman, Dorothy Thompson and Mark Sul- 
livan do not always agree with the editorial position of the New 
York Herald-Tribune and Westbrook Pegler, Hugh Johnson 
and Heywood Broun don’t always agree with the editorial 
policy of the New York World-Telegram. Tue Jewevers’ Cir- 
CULAR-KEYSTONE has accomplished more than any other organiza- 
tion to encourage credit selling along high grade lines. Articles 
on that subject that appeared last year were reprinted widely. 
Webster defines a jeweler as “one who makes, or deals in, 
jewels, precious stones, etc.” Let’s keep that proud identity, and 
ever work toward the elimination of abuses in the trade.) 
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NATIONAL ADVERTISING 


CHRISTY SPORT KNIFE 








HONESTY is nota virtue 


... it is good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 


COOPER’S POLICY of fairness and ac- 
curacy continues unchanged . . . always 
making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 





Our Reputation Is Our Success 





Continued Widespread 


is developing constantly 
increasing store sales on the 


@ Advertising of The Christy Sport Knife continues in 
leading national magazines. Current advertising sched- 
ules include The Saturday Evening Post, Esquire, Colliers, 
Liberty, Life, New York Times magazine, New Yorker, 
Look, News-Week and many other magazines . . . over 
25 in all... As a result, "The handiest pocket knife 
ever designed" is developing a real over-the-counter 
demand. Frequent repeat orders from dealers already 
selling The Christy Sport Knife are the best evidence of 
ready store sales. The ideal knife for personal use, gifts 
and prizes. 


(Actual Size) 


STANDARD MODEL 
Illustrated at right, in attractive 
individual gift box, $7.20 doz., to 
retail at nationally advertised price 
of $1.00. DeLuxe models, richly 
gold-plated, to retail at $1.50 to 
$3. . . . We suggest ordering at 
once (see coupon below). 


“The handiest pocket knife 
ever designed." 


Please send ................ 
at $7.20 per dozen. (Charges 
orders for 3 dozen or more.) 


C] Send circular on complete line 
of Christy Sport Knives. 


@ Attractive easel 
display card in 4 
colors (size 8x10) 
free with order for 
| dozen or more. 


prepaid 





CK-! 
doz. Christy Sport Knives 


on 














A Gift Ktem Nou Should 
OFFER YOUR CUSTOMERS! _~ 


NOW AN 


PRODUCT! 


With the season of graduations, weddings, and vaca- 
tion trips rapidly approaching, it is time to look to your 
stock of fine gift-pencils!) NORMA is the gift-pencil 
unusual. It has the charm of good jewelry with the added 
appeal of unique novelty and utility. A single pencil 
that writes red, blue, green and black! Or, yellow in- 
stead of blue if desired. Patrons choosing gifts recog- 
nize in a NORMA 4-Color Pencil the qualities that 
make it a most acceptable remembrance to anyone 


AUTOPOINT COMPANY, DEPT. JC-4, 











Rhodium finish 
NORMA lists at $3.50. 
Other models at $5.00, 
$7.50 and $12.00. Custom 
designs up to $90.00. 










Without changing pencil 
Sromwriting position, writer 
may change colors instantly 
with a flick of the thumb. 


who uses a pencil. Four-color writing quickly becomes 
an indispensable practice to the lucky recipient of a 
NORMA! Not in any sense a passing fad, NORMA 
pencils are fast winning adoption by people in every 
line of work. Inquire of your jewelry jobber for sam- 
ples and generous discounts. Also ask about the new 
Autopoint Gift Sets, featuring De Luxe Autopoint 
Pencils, Postaletts and Knives in smart new hinged- 
cover Bakelite gift boxes . . . ideal for cigarettes. 


1801 FOSTER AVE., CHICAGO, ILL. 








REGULATION 


Careful regulation of refining processes is as im- 
portant to the workability of precious metals as is 
the regulation of a watch to its timekeeping ability. 


Our Forty Years of Refining Service 


have proved this to us and to our customers. That's why every 
step in our refining is carefully regulated by experienced 
metallurgists. The benefit of this care and experience is yours 
as a customer of 


T. B. HAGSTOZ & SON 


(Arthur T. Hagstoz) 
Refiners Assayers 








709 Sansom Street, Philadelphia, Pa. 





Protect Yourself with a 
10 Power Diamond Loupe 





This is the eye loupe which meets the A.G.S. 
standards recently established in its recommenda- 
tions on Diamond Terminology* which specifies a 10 
power aplanatic achromatic loupe. 

(Which means that it contains a triple lens which focuses on 
a flat plane within the stone rather than upon a single point 
and is also corrected for color distortion.) 

Mounted in a practically indestructible duralumin 
eye cup (as illustrated). Each loupe is inspected in 
our laboratories and engraved with individual regis- 
ter number.—Price $12.50. 

Acclaimed everywhere as the finest diamond 
loupe available. 

Bausch & Lomb and Zeiss hand loupes meeting 
A.G.S. standards are also available from us. 

GEMOLOGICAL INSTITUTE OF AMERICA 


3511 W. Sixth St., Los Angeles, Calif. 
* See p. 49, J. C.-Keystone, Dec. 1937 
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A new item with Swank Products, Inc., 
is this personalized cravat chain with 
marcasite initials, and collar holder. 
The chain is priced at $2 and the col- 


lar holder at $1.50. 


This dainty concave locket is one item 

of a new series of “kiddie” jewelry be- 

ing offered by the Marathon Co. at a 
suggested retail price of $2.50. 





A Star of Bethlehem miraculous medal 
in sterling silver and marcasite created 
by the French Jewelry Co. This item is 
mounted with a likeness of the Madonna. 





ew! 








Appropriate for Sum- 
mer wear is this clip- 
brooch mounted with 
simulated pink moon- 
stones, having blue 
bead centers, and em- 
bellished with rhine- 
stones. Produced by 
Trifari, Krussman & 
Fishel, it retails for 








Right—An innovation in watch strap 
buckles is the “Kon-ite” buckle and 
keeper introduced by A. Sauer & Co. 
Offered as a unit with the concern’s 
split-proof tubular strap, the buckle 
and keeper are non-corrosive, come in 
colors to harmonize with all leathers and 
sell complete at retail for $1 and $1.50. 





Above—A particularly appropriate gift 
is this rosary by the Waite Evans Mfg. 
Co. Priced at $7, obtainable with 
faceted beads in assorted colors and 
crucifix and heart in rose finish. 


Right—A hand carved motif is featured 

in this new Hamilton watch. The 

“Dorian” model has 17 jewels, is cased 

in 18 karat gold and is priced to the 
consumer at $60. 
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A new type of smoking-vanity with 
clasp featured by Ronson. 
Closed it is a vanity, but opened it re- 
veals a swinging out lighter and all 
accessories. In chrome $20 and durium 


$22.50. 
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21 State, Regional and National Gatherings Are Contained _ 
in the Jewelry Industry’s Crowded Calendar for April, May 


Widely Known Speakers 
Will Discuss Problems 
That Confront Industry 


The convention season in the jewelry 
trade opens in earnest this month in vir- 
tually every section of the country, with 
the result that beginning early in April 
and continuing for more than eight weeks 
state associations will be meeting almost 
continuously. During that period there 
will also be held the annual conventions 
of the two national horological organ- 
izations. Later the season continues with 
the gatherings of the N.W.J.A. in June, 
the A.N.R.J.A. in August and the N.A. 
C.J. in September. 

While a vast amount of effort has been 
put into formulating plans for the serious 
consideration of problems facing the indus- 
try, advance programs indicate that the 
social aspects of these meetings will not 
be neglected. There will be the usual 
banquets, sight-seeing trips and numerous 
novel and enjoyable out-door events to 
benefit those who leave their establish- 
ments to participate in these annual op- 
portunities to meet with their fellow 
jewelers to discuss questions of mutual 
interest and concern. 





Nebraska at Lincoln, April 3-4 


LincoLn, Nespr.—The Nebraska R.J.A. 
convention opens here Sunday afternoon, 
April 3, with discussion of trade prob- 
lems followed by a smoker and dutch 
supper. 

Monday night schedules a party staged 
by the Ku-Ku’s, an organization of whole- 
sale and factory representatives. 

Speakers will include: Otto H. Zum- 
winkle, secretary Nebraska Manufac- 
turers Association; William G. Drosten, 
regional vice-president of ANRJA; Dana 
P. Cole, president Lincoln Chamber of 
Commerce; Lloyd Marti, attorney and in- 
structor at Nebraska Law College and 
Frank W. Smith, advertising manager of 
the Gruen Watch Co. 


Mo. at St. Louis, April 10-11 


St. Louis, Mo.—A number of outstand- 
ing speakers have been secured for the 
Missouri R.J.A. convention, at the Hotel 
Statler, here, April 10 and 11. Some of 
these are Edwin F. Peters, of Hess & 


°@ 








Culbertson Jewelry Co., here, an author- 
ity on window trimming and store dis- 
play; Joseph P. Licklider, manager of 
merchandising service for the Eisenstadt 
Mfg. Co., St. Louis, Mo., who will dis- 
cuss advertising; George E. Gayou, ex- 
ecutive vice-president of the Missouri 
Retailers Association, who will talk on 
taxes and new laws; H. S. Mosher, of 
the Pinkerton National Detective Agency, 
and W. T. Earl, assistant sales manager 
of Oneida Community Ltd., who will 
discuss fair trade acts and the Miller- 
Tydings Act. 





Okla. at Oklahoma City, April 10-11 


OKLAHOMA City, OKLA.—Interest shown 
by members of the Oklahoma R.J.A. in- 
dicate that the annual convention, April 
10 and 11, at the Biltmore Hotel, here, 
will be one of the largest yet held. R. J. 
Slagle, Houston, Tex., president of the 
Texas R.J.A., will be one of the speakers. 
A Sunday night buffet supper will be 
given by the Sooner Travelers; a lunch- 
eon will be held Monday noon, and a 
dinner-dance will take place Monday 
evening. 





Va.-N. C. at Old Point Comfort 


O_p Point CoMForT, VA.—Everybody 
attending the Virginia and North Caro- 
lina Retail Jewelers’ Associations conven- 
tion at the Chamberlain Hotel, April 10 
to 12, will be taken on a boat trip to the 
Virginia Capes through Hampton Roads 
and the mouth of Chesapeake Bay, on 
Monday afternoon. The jewelers and 
their guests will assemble Sunday morn- 
ing and in the afternoon they will be con- 
ducted on a tour of Langley Field and 
Ft. Monroe. 

The first session will be opened Mon- 
day morning by Harry George Jr., presi- 
dent of the Va. R.J.A. The address of 
welcome will be made by Col. William 
R. Nichols, C.A.C., and the response will 
be made by Norman Ingle, president of 
N. C. R.J.A. Talks will be made by G. 
C. Barclay, Newport News, Va.; William 
D. McNeil, ANRJA president; Paul Mon- 
ohon, merchandising authority, and 
Theron O. Sowers, Norfolk, Va. A gem- 
ological show will be held Tuesday 
afternoon in’ charge of Mr. Barclay. 
The banquet will be that night. 





Mass.-R. I. at Boston, April 14 


Boston, Mass.—An open discussion on 
the subject of licensing watchmakers will 
be a feature of one of the business ses- 
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sions of the Massachusetts-Rhode Island 
R.J.A. convention, at the Parker House, 
here, April 14. This will be led by L. 
Blaine Libbey, a former state representa- 
tive. At the conclusion of business, J. B. 
Wiss, of Wiss & Son, Newark, N. J., will 
speak on the subject ‘Time-Payment 
Selling.’ A gemological clinic conducted 
by the Boston Study Group will follow. 
H. S. Mosher of the Pinkerton National 
Detective Agency will speak on the 
work of the Jewelers Security Alliance. 
The annual banquet will be held in the 
evening. 





Texas at San Antonio, April 21-23 


SAN ANTONIO, TEx.—Proposed State: 
legislation for a Fair Trade law, a 
watchmaker licensing law, and _ possibly 
some type of luxury tax are a few of the 
matters for consideration at the 32nd an- 
nual convention of the Texas R.J.A., at 
the Hotel Gunther, April 21-23. Lt. Gov.. 
Walter Woodul will lead part of the 
program devoted to legislation, while the 
remainder will be in charge of J. L. 
Bilsberry, Palestine, Tex., chairman of 
the legislative committee. Other impor- 
tant matters to be discussed are adver- 
tising, display and diamond grading. 
A separate meeting for watch inspectors 
will be in charge of'O. J. Poupeney of 
the American Railway Time Service. En- 
tertainment will include a luncheon on 
the opening day and a banquet, floor 
show and dance on the night of April 
21. The convention will adjourn the next 
day in time for the guests to witness the 
Battle of Flowers Parade, an annual 
event staged by the business interests of 
this city. 

Saturday, April 23, has been desig- 
nated as the day for visits to the retail 
stores of this city and the 50 exhibits. 
in the Hotel Gunther. Some 25 or 30 
persons are planning to take the post- 
convention trip to Monterrey, Mexico, 
Saturday, to spend the evening at one of 
the famous night clubs. 





S. C. at Sumter, April 24-25 


SuMTER, S. C.—South Carolina 
R.J.A’s 19th annual convention will be 
held April 24 and 25, at the Claremont 
Hotel, this place. Morning and after- 
noon business sessions will be held Mon- 
day, with the annual banquet at night. 
Alvin Magnon, Tampa, Fla., ANRJA 
vice-president, and Paul Monohon, of 
Krementz & Co., Inc., and Jones & Wood- 
land Co., Inc., Newark, N. J., will speak. 
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president J. B. Sylvan, Columbia, S. C., 
will conduct the sessions. Vice-president 
_B. Folsom, of this city, has been mak- 
ing every effort for a successful conven- 


tion. 





Mich. at Jackson, April 24-27 


JACKSON, Micu.—‘Legislation for the 
Jeweler and Optician,’ by Alexander 
“Sandy” MacKay, member of the state 
legislature and West Branch, Mich., re- 
tail jeweler, will be one of the principal 
talks at the Michigan R.J.A. convention, 
at Hotel Hayes, April 24-27. Discussion 
of the Miller-Tydings law and the Michi- 
gan fair trade practice act will be led 
by President H. T. Busch. 

“The Wolverine Traveling Jewelers 
will entertain at a buffet supper, Sunday 
evening. On Monday morning there 
will be bowling and a trip through 
Southern Michigan prison. A golf tour- 
nament is scheduled Tuesday morning 
and the banquet that night. Luncheon 
business sessions will be held each day 
at 1 p.m. 





New Dates for Tenn. 


MEMPHIS, TENN.—Plans for the fourth 
annual convention of the Tennessee 
Watchmakers’ & Jewelers’ Association 
to be held May 1 to 3, a second change 
of date from the original plan, at the 
Hotel Peabody, here, were completed at 
a recent meeting of the convention com- 
mittee with President R. L. Parcell, Chat- 
tanooga; Secretary Ralph F. Langreck, 
Nashville, and Past President J. E. Cole- 
man. T. O. Pearson is convention chair- 
man and Jack Fargotstein is executive 
secretary. 





Fla. at Jacksonville, May 8-10 


JACKSONVILLE, FLa.—Tentative enter- 
tainment plans for the convention of the 
Florida R.J.A., to be held at the Windsor 
Hotel, this city, May 8 to 10, call for a 
golf and beach party and a_ banquet 
Monday. A supper, Sunday evening, will 
welcome arrivals. Business sessions will 
be held Monday and Tuesday mornings. 


N. Y. at Albany, May 16-17 


ALBANY, N. Y.—Jewelers attending the 
New York R.J.A. convention at the Ten 
Eyck Hotel, May 16 and 17, are to be 
guided through the General Electric 
“House of Magic,” and early arrivals 
will have the opportunity to visit such 
popular points as the Schuyler mansion, 
Albany Institute of History and Art, 
State Education Building, State Capitol, 
State Office building and State College. 
Mayor Thatcher is expected to make the 
welcoming address at the first business 
session, Monday afternoon. 

The ladies entertainment committee is 
arranging a theatre party for the women 
guests on Monday afternoon. The ban- 
quet, that night, will be held on the hotel 
roof. Plans are also being made for a 
special showing of a film on a gemologi- 
cal subject. Horace Seaman, local chair- 
man of arrangements has named the fol- 
lowing sub-committee chairmen: Charles 
Heisler, reception; John A. Regan, ban- 
quet; Aaron Crounse, program and regis- 
tration; Miss Elizabeth Antemann, ladies’ 
reception; John J. Naughter, publicity; 
W. Reynolds Carr, tickets and prizes; 
and Mrs. Horace Seaman, ladies’ enter- 
tainment. Henry J. Henzel, this place, 
is secretary-treasurer of the convention. 








Wholesalers to 
Convene June 13 


to 15 at Chicago 


PHILADELPHIA—The 31st annual con- 
vention of the National Wholesale Jew- 
elers Association will be held in Chicago, 
Monday, Tuesday and Wednesday, June 
13-15, according to an announcement by 
George A. Fernley, secretary. 

Edgewater Beach Hotel has been select- 
ed as headquarters for the convention. 
No program has been decided upon as 
yet, but preparations are being made by 
the association and the host city. 

The award of the convention to Chicago 
finally ends a friendly dispute for the 
designation of the convention city. Provi- 
dence, where the N.W.J.A. held a success- 
ful conclave last year, had made a 
spirited campaign to make it two-in-a- 


row. Chicago has been host to three 
wholesalers’ national conventions in re- 


cent years—in 1929, 1931 and 1935. 





Rochester Pushes for Watchmakers’ 
Licensing Law in N. Y. 


RocHester, N. Y.—In an effort to pre- 
cipitate action for a state watchmakers’ 
licensing law in New York, the Horolog- 
ical Association of Rochester, working 
in conjunction with the local Better Busi- 
ness Bureau, last month issued a ques- 
tionnaire to the trade in other New York 
cities. An accompanying letter from 
R. A. Gutfrucht, secretary, said that 
Buffalo and Rochester have the surround- 
ing counties well organized to promote 
such legislation. 





Jewelers and Friends Participate in Banquet of Philadelphia Organization 





When more than 300 members and guests gathered to celebrate the 26th anniversary of the S 


PHILADELPHIA, Pa.—With more than 
300 members and guests in attendance, 
the Sansom Street Businessmen’s Asso- 
ciation comprised entirely of jewelers, 
held its 26th annual banquet, Thursday 
night, March 24, at the Ritz Carlton in 
this city. An imposing array of speakers 
and an enjoyable floor show contributed 
toward making this one of the outstand- 
ing affairs in the history of the organi- 
zation. 

Harry Gordon, past president of the 
association, paid glowing tribute to mem- 
bers of the various committees, who con- 
tributed to the success of the affair. At 
the conclusion of his remarks he intro- 
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*s Association in Philadelphia. 





duced President John J. M. Costello, who 
served as toastmaster for the occasion. 
He presented as the first speaker Thomas 
A. Merryweather who, as an authority on 
crime prevention, discussed this subject 
at considerable length. Other guest 
speakers were Judge Eugene C. Bonni- 
well of Philadelphia and Harry Felix, 
an assistant district attorney of Phila- 
delphia. 

One of the enjoyable features of the 
evening was the presentation of a hand- 
some desk set to President Costello as a 
gift from the members of the association 
in appreciation for his services. The 
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presentation was made on behalf of the 
members by Edward A. Pelling, member 
of the board of Directors of the Asso- 
ciation. The speaking program was fol- 
lowed by the presentation of the floor 
show and a number of selections by the 
orchestra. 

Josef S. Milner served as the general 
chairman for the banquet committee and 
was assisted by the following chairmen 
of the various committees: Harry Gor- 
don, speakers; Jules Schwartz, entertain- 
ment, I. Shifren, ticket; David Jacoby 
and Michael Orloff, co-chairmen program 
and souvenir book and Harry Leibowitz, 
publicity. 
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A memorable occasion when 257 employes of Boston’s leading retail jewelry stores gathered to make merzy at their first annual banquet. 


Boston Jewelry Store Workers 
Hold Dinner-Dance 


Boston, Mass.—The first annual ban- 
quet of the employes of Boston’s leading 
retail jewelry stores was held successfully, 
Saturday, Feb. 26, in the Crystal ball 
room, Hotel Westminster. Dancing was 
enjoyed until a late hour. 

Recognition of faithful service of many 
years was given Harry Bailey of A. 
Stowell & Co., shortly to finish his 50th 
year, and Fred Goudy, in his 49th year 
with Bigelow-Kennard Co. Many “old- 
timers” were among the 257 guests pres- 


Census Bureau Prepares 
For New Retail Survey 


WASHINGTON, D. C.—The Bureau of the 
Census is mailing on April 15 over a 
million questionnaires to retail stores do- 
ing an annual business volume of more 
than $5,000, in an effort to compile for 
the first time sales and payroll figures for 
five consecutive quarters—all of 1937 and 
the first quarter of 1938. 

Jewelry stores and other retailers will 
be asked to submit data under the follow- 
ing tentative headings: (1) Net sales 
and other operating receipts; (2 Anal- 
ysis of sales; (3) Total payroll; (4) 
Proprietors and firm members cash with- 
drawals; and (5) Stocks on hand. 

In the retail field figures covering cash 
sales, open account sales and instalment 
sales will be sought and in the whole- 
sale trade “perinent information” on the 
terms of sales will also be asked for, the 
Bureau said. 

A distinction will be made between 
cash and credit sales and, in the case of 
credit, a differentiation will be made be- 
tween an extension of 10 days or less, 
and for a term of more than 10 days. 





Atlantic City Place of New Jersey 
Convention May 22-24 


ATLANTIC City, N. J.—William Schop- 
py, New Jersey R.J.A. president, and 
general chairman of the 29th annual con- 
vention, announced last month the Hotel 
Traymore, here, as headquarters for the 
sessions on May 22, 23 and 24. Mr. 
Schoppy’s general committeemen are: 
George Fort, Trenton, attendance; Wil- 
liam Baird, Jersey City, budget and 
auditing; Mrs. Schoppy, ladies’ arrange- 
ments; T. H. Goodwin, Trenton, legis- 
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ent, as well as members of all the firms. 

Firms participating were: Hodgson, 
Kennard & Co., Shreve, Crump & Low 
Co., A. Stowell & Co., E. B. Horn Co., 
Thcemas Long Co., Smith-Patterson Co., 
Bigelow-Kennard Co., Reagan, Kipp & 
Co., McAuliffe & Hadley, Inc., and Hutch- 
inson’s. 

Members of the committee were: 
Charles’'O. Houseman, chairman; Edward 
Hume, Bigelow-Kennard Co., treasurer; 
Ella J. Bird, A. Stowell & Co., secretary ; 
Ernestine Eaton, E. B. Horn Co.; Mary 
Langan, Thomas Long Co.; Thomas Stan- 
ton, Hedgson, Kennard & Co., Frank 
Ames, Shreve, Crump & Low Co., and 
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Howard Preston, Smith-Patterson Co. 
Gifts were presented to all present. 


The party was novel inasmuch as no 
husbands, wives or sweethearts were 
present unless likewise employed in a 


jewelry store. Among the number were 
one man and wife, Mr. and Mrs. F. W. 
Bird, and one brother and sister, Edward 
and Virginia Codman, in both cases em- 
ployed by different jewelers. 

Forrest Davidson of Thomas Long Co. 
acted as toastmaster. Enthusiastic em- 
ployes are now talking up a summer 
outing and plan to hold both a winter 
banquet and a summer get-together each 
year. 





lation; Henry Gelula, Atlantic City, 
membership, reception, and tickets and 
registration; Arthur Reichel, Union City, 
nominating; Bertrond A. Weber, Ridge- 
wood, resolutions; and H. Victor Paul, 
Newark, speakers. 

Plans for the convention were furthered 
at a monthly meeting, Tuesday evening, 
March 22, at the Hotel Douglas, Newark. 





U.H.A. Plans Biggest Convention 
at Boston, May 16 to 18 


Bostox, Mass.—Four states, New York, 
Pennsylvania, Wisconsin and Tennessee, 
are expected to go after the 1939 con- 
vention of United Horological Associa- 
tion at the forthcoming 1938 convention, 
at the Hotel Statler, here, May 16 to 18, 
according to Orville R. Hagans, executive 
secretary. 

This is expected to be the largest 
U.H.A. convention ever held. In an 
effort to promote interest in the event a 
movie film entitled “Our 1938 Conven- 
tion City” has been circulated throughout 
the country. 

Some of the speakers scheduled are: 
William D. McNeil, ANRJA president; 
Harrison F. Babcock, president, Horolog- 
ical Institute of America; Howard D. 
Schaeffer and Frank D. Urie, Elgin Na- 
tional Watch Co.; John J. Bowman, Bow- 
man Technical School director; W. H. 
Samelius, Elgin Watchmakers College 
director; and Charles A. Braun, presi- 
dent, Horological Association of Idaho. 

An inspection trip through the Waltham 
Watch Co. plant is planned for May 17. 





The New York office of Oneida, Ltd., 
was moved May 1 from 15 Maiden Lane, 
to an attractive corner suite on the 32nd 
floor of the Empire State Bldg. 
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California to Try Again for Law 
Licensing Watchmakers 


Los ANGELES—Despite flooded high- 
ways all directors of the Horological As- 
sociation of California appeared on 
time for the annual meeting of the direc- 
torate, at the Hotel Mayflower, March 5 
and 6. 

Plans were completed for re-presen- 
tation of the association’s horology bill 
at the next session of the legislature. With 
dications that the obstacles which the 
governor found making his signature im- 
possible had been corrected, the assem- 
bled directors felt confident of its passage 
and approval this time. 

A committee was appointed to make 
suggestions to H.I.A. to help states seek- 
ing horological legislation, and another 
was formed to prepare publicity and 
pamphlets. 

Arthur Dibbern, California R.J.A. ex- 
ecutive secretary, was a guest speaker. 
The annual election resulted as follows: 
W. H. Morrison, president; J. McAuliffe 
and Everett Hintze, vice-presidents; 
Roland C. Wilson, secretary-treasurer; 
and directors: Louis Levin, A. G. Lyons, 
John J. Nooyen, O. W. Dryer and W. 
M. Hughes. Secretary Wilson is located 
at 1041 5th Ave., San Diego. 


PLATINUM PRICES 


The platinum market was quiet through- 
out March when the price held at $36 


per ounce. The quotations as of March 

25 were as follows: 
rie caat tract aeprel $36 
Containing 5% iridium ...... 38 
Containing 10% iridium ..... 40 
ey Se er erat aera 75 
RII 5 cs 55S xiy tice a aaere eco 24 
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Wm. B. Ogush Again 
Named President of 
Jewelry Crafts Assn. 


William B. Ogush, president of Katz & 
Ogush, Inc., New York, was re-elected 
president of the Jewelry Crafts Associa- 
tion at the annual meeting March 15 at 
Hotel Taft, New York. Other officers 
chosen are Meyer L. Robbins, first vice- 
president ; Rawson L. Wood, second vice- 
president; John L. Corbett, treasurer 
and directors, Herman L. Baskins, Nat 
Newman (alternate), Edward L. Gross 
and Meyer L. Robbins. 

Preceding the business session, the an- 
nual dinner of the organization was held 
at which President Ogush presided. 
After reports were submitted by Secre- 
tary Henry L. Sperling and Treasurer 
Corbett the members listened to President 
Ogush comment upon the labor situation. 
He called particular attention to the 
advantages being enjoyed by members of 
the association by reason of united organ- 
ized collective bargaining with the 
unions. “It is obvious,” remarked the 
speaker, “that collective agreements which 
manufacturers who are not members of 
associations are obliged to sign are less 
favorable agreements than others.” 

P. M. Fahrendorf, publisher of THE 
JEWELERS’ CIRCULAR-KEYSTONE, the next 
speaker, discussed the value of organiza- 
tion and cooperation, particularly as it 
affects legislation, taxes and other mat- 
ters of trade importance. He _ pointed 
out that at present various states are en- 
deavoring to pass individual trade mark 
registration laws, which if enacted would 
most certainly impose tremendous hard- 
ships, trouble and expense on manufac- 
turers with sales in those States. Vigilance 
is necessary in matters of this nature, 
Mr. Fahrendorf remarked, and suggested 
that the Jewelry Crafts Association pass 
on to the retail jewelers’ organizations 
in every State an expression of opinion 
on this question in the hope that these 
State associations will be on guard and 
utilize every conceivable means to pre- 
vent the passage of such punitive legisla- 
tion. 

Another speaker was G. H. Niemeyer 
of Handy & Harman and chairman of 
the Jewelers Vigilance Committee, who 
outlined in detail the recommended 
platinum and gold commercial standards. 
He emphasized the fact that the commit- 
tee has been active for many years in an 
endeavor to protect the honest manu- 
facturer, wholesaler and retailer. Mr. 
Niemeyer also stressed the importance of 
reporting to the Jewelers Vigilance Com- 
mittee any violations of the stamping 
laws and later the commercial standards 
when they are approved and put into 
operation. He said that those making 
complaints would not be brought into any 
litigation which might follow, but com- 
plaints would be handled entirely by the 
committee and the Federal Trade Com- 
mission. 

At the request of President Ogush, 
brief remarks were made by Jacob H. 
Schaeffer, past president of the Jewelry 
Crafts Association. He amplified on the 
statements of Mr. Ogush and stated that 
a strong unified organization is necessary 
for the purpose of equitable and fair 
dealings with the unions. 

The evening’s activities were enlivened 
by the antics of a supposed waiter who 
eventually turned out to be a professional 
entertainer and sleight-of-hand artist. 
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H.1.A. to Hold Annual Meeting 
in Washington, D. C., May 8-9 


WASHINGTON, D. C.—The annual meet- 
ing of the Horological Institute of Amer- 
ica will be held May 8 and 9 at the 
Lee House, 15th and L Sts., this city. 
The two-day conclave will be devoted to 
committee meetings and the submitting of 
reports and will be climaxed with a din- 
ner at the Bamboo Gardens, 14th and 
H Sts. 

The opening activity of the convention 
will be the meeting of the Certification 
Committee at 2:30 o’clock on the after- 
noon of the first day, followed at 7 p. m., 
by a session of the Advisory Council. 
These meetings will be held at the Lee 
House, but the remaining sessions of the 
convention will take place on Monday, 
May 9, at the National Academy of 
Science building, 21st St. and Constitu- 
tion Ave. 

Starting at 10 a. m., the morning ses- 
sion on Monday will be devoted to reports 
of committees and discussions. Awards of 
scholarships to men receiving the highest 
grades in the junior watchmaking exami- 
nation will also be made. Among the 
speakers scheduled for the afternoon ses- 
sion are B. W. Heald, secretary, Wiscon- 
sin Board of Examiners in Watchmaking, 
and W. C. Trent, Aeronautics Instrument 
Section, National Bureau of Standards. 
Following these addresses, the election of 
members to the Advisory Council for 
three-year terms will take place. After 
adjournment of the convention, the Ad- 
visory Council will go into session to 
select officers for the coming year. 


Jewelers Warned Against Operations 
of Mob of Sneak Thieves 


The continued operations of three 
sneak thieves, who during the past sev- 
eral years have robbed numerous jewel- 
ers, particularly in the east, have prompt- 
ed the Pinkerton National Detective 


Agency to issue a warning to the trade, 





to be on the alert for this trio. One of 
their last known victims was a Warren, 
Pa., jeweler, who on March 4 lost two 
trays of rings worth about $500. 

Their usual manner of operating is 
similar to the method used at Warren 
where two of the men entered the store 
and on the pretext of wanting a watch 
repaired walked to the rear of the estab- 
lishment where they stood near an open 
safe. A third man entered and while re- 
maining in the front of the store at- 
tracted the attention of two employees by 
his inquiries about a clock. The two 
men left during the questioning and a 
few minutes later the third member of 
the gang departed. Some time later the 
theft of the rings from the safe was dis- 
covered. aa 


Ten Men Win Registered Jeweler 
Title from A.G.S. 


Los ANGELES, CAL—The American 
Gem Society last month awarded the 
title of Registered Jeweler to the follow- 
ing: Beverly Brachlow, of J. B. Hudson 
Co., Minneapolis, Minn.; Grant Dudgeon, 
Ames, la.; Clarence Engelbert, of M. J. 
Engelbert & Bro., Rome, N. Y.; E. J. 
Keating, of Frederick Loeser & Co., Inc., 
Brooklyn, N. Y.; Richard Lux, Lux Re- 
pair Shop, Coeur d Alene, Idaho; C. W. 
Phillips, Richmond, Cal.; Charles  S. 
Stoler, Miller & Rhoads, Inc., Richmond, 
Va.; Howard Preston, Smith-Patterson 
Co., Inc., Boston, Mass; Stanley S. Smith, 
Bagley & Co., Duluth, Minn., and H. J- 
Tholen, Hays, Kans. 

The Metropolitan Chicago chapter of 
A.G.S. met March 9, under the direction 
of Dr. A. J. Walcott. Dr. Edward Wig- 
glesworth led the Boston Study Group 
meeting, March 9, at the Museum of Nat- 
ural History. The Madison, Wis., 
Study Group met March 1, at the Lor- 
raine Hotel under the direction of Dr. 
R. C. Emmons. The St. Louis Study 
Group met March 3 in Wilson Hall, of 
Washington University, under the leader- 
ship of Dr. W. D. Shipton. 
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This map shows jewelry store sales, by states, for February, 1938, compared with Febru- 


ary, 1937. 


ment of Commerce, with which 778 jewelry stores in 25 states now cooperate. 


Its source is the Retail Trade Information Service of the U. S. Depart- 


Al- 


together, these stores had a February, 1938, volume of $1,655,300, a decline of 7.9 


per cent from February, 1937. 


Forty-three per cent of the stores enjoyed a better 


February business than a year ago; 54 per cent had less business, and 3 per cent 


reported less than 1 per cent change. 


The usual seasonal decline from January was 


reflected in the experience of 66 per cent of the stores, while 31 per cent of them 


reported larger sales in February than in the first month of the current year. 


Com- 


parison with a year ago was favorable in the West South Central region, where 
Arkansas stores had an average gain of 49.4 per cent. Lesser gains were the aver- 
age in Georgia, lowa, New Mexico, Oregon, Texas and Washington. 
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George A. Brock, Former President of 
ANRJA, Dies in Los Angeles 


Los ANGELES, CAL.—George Alexander 
Brock, head of Brock & Co., widely 
known retail jewelry firm of this city, 
and for two years president of the Amer- 
ican National Retail Jewelers’ Associa- 
tion, died at his home here on March 16. 

Mr. Brock was a native of Montreal, 
Can., where he was born Feb. 4, 1859, 
but on May 2, 1888, he was naturalized 
as an American citizen. On August 17, 
1898, he married Miss Evelina Crossman 
at Joliet, Ill. and in 1903 removed to 
Los Angeles, where in the same year 
the firm of Brock & Feagans was estab- 
lished. This business was later suc- 
ceeded by the present firm of Brock & 
Co., of which Mr. Brock was president 
until his death. 

As head of the ANRJA, from 1917 to 
1919, Mr. Brock worked with zeal and 
enthusiasm for the advancement of the 
organization and the welfare of its mem- 
bers. While serving as vice-president of 
the national organization, Mr. Brock in- 
augurated the research plan which has 
come to be regarded as such an im- 
portant phase of the activities of the 
ANRJA. It was during his presidency 
that the plan was first put into operation. 

Mr. Brock had many connections out- 
side of the jewelry trade and for several 
years served as a director of the Los 
Angeles Chamber of Commerce and later 
as its vice-president. He was also at one 
time chairman of the Parks and Boule- 
vards Commission of this city, vice- 
president of the McKinley Home for 





Boys, being named an honorary vice- 
president of the latter when failing 
health prevented him continuing his ac- 
tive work; chairman of the first budget 
committee of the Community Chest, di- 
rector of the Better Business Bureau and 





THE LATE GEORGE A. BROCK 


Downtown Business Men’s Association 
and member of the Los Angeles Country 
Club and the California Club. 

Survivors of the deceased include his 
widow, Evelina C. Brock and a son, 
George C. Brock, vice-president of Brock 
& Co., and for some time past in active 
charge of the business. 





Jay Jewelry Co., which recently opened 
a new store in Albany, N. Y., is sponsor- 
ing on WOKO a Sunday-noon broadcast 
called “Hollywood Reporter.” 

















PLATINUM 


IRIDIUM, RHODIUM, 
RUTHENIUM, PALLADIUM 


IRIDIUM-PLATINUM 


In all degrees of hardness for the requirements 
of the Jewelry Trade and other Industries 


The Quality of all our Metals and Products 
fully guaranteed 


PLATINUM WEDDING RINGS 


CHANNELLED-—PLAIN—ENGRAVED 
RHODIUM PLATING SOLUTIONS 


JOHNSON, MATTHEY @ CO. 


INCORPORATED 
The oldest established and World-renowned Refiners 


15 WEST 47th STREET 
Telephone: Bryant 9-4645 


NEW YORK CITY 
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F.T.C. Preparing 
Brief in Answer 


To Mayers’ Appeal 


Upon the appeal by the L. & C. Mavers 
Co., Inc., 386 Madison Ave. and 170 
Broadway, New York City, from the 
cease and desist order issued against it 
by the Federal Trade Commission, this 
important case will soon again command 
the attention of the jewelry industry and 
all other industries which are affected 
by wholesale-retailing, when the action 
comes to argument in the United States 
Circuit Court of Appeals in New York 
City. 

The appeal is based upon the com- 
pany’s petition to set aside the commis- 
sion’s order which was directed against 
alleged misrepresentations by the com- 
pany that it was selling directly as a 
wholesaler to the purchasing public and 
through institutions at prices less than the 
usual retail prices. 

The ANRJA as the leading agency of 
the retail jewelry trade has instructed its 
counsel, Felix H. Levy, to ask leave of 
the court to participate in the argument 
and submit a brief in order to present 
the views of the retail branch of the 
jewelry industry. 





A. H. Sauer, Jr., Appeals Decision 
Involving Watch Strap Patents 


Albert H. Sauer, Jr., of A. Sauer & Co., 
Cincinnati, Ohio, whose United States 
District Court suit involving two patents 
on watch straps was decided last Decem- 
ber in favor of Cowen Bros., 40 John 
St., New York, has appealed the decision 
to the United States Circuit Court of 
Appeals. 

Following the signing of the order and 
petition allowing the appeal, Federal 
Court Judge Robert P. Patterson on 
March 18, issued a citation ordering 
Cowen Bros. to appear before the United 
States Circuit Court of Appeals for the 
Second District, on April 16, to show 
cause why the final decree in this action 
should not be corrected. 

The appeal is based on the claims that 
the court had erred in several respects 
when finding in favor of the defendants. 
At the outset it is maintained that the 
judge was in error when holding that the 
plaintiff’s design patent No. 98,189 was 
invalid and void and also when failing 
to decree that this design patent had been 
infringed. Concluding, Mr. Sauer asks 
that the decree be reversed and that the 
court direct a decree be entered holding 
the design patent valid and also that the 
plaintiff be granted an accounting and 
damages alleged to have been suffered 
by reason of the alleged infringement of 
his rights. 


LOUIS HAUSMANN HAS 70TH BIRTHDAY 


New OrLeaAns—Louis Hausmann, presi- 
dent of Hausmann, Inc., 730 Canal St. 
celebrated his 70th birthday, March 20. 
Mr. Hausmann started in the jewelry 
business as a boy of ten years old after 
school hours. Returning from New York 
where he learned electroplating, he has 
seen the present business grow into one 
of the largest exclusive jewelry firms in 
the South. 
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U.H.A. Secretary 
vy - 
Launches Speaking 
7 ° ay OO 
Tour in 17 States 

Denver, Cou.—Orville R. Hagans, this 
city, national executive secretary of the 
United Horological Association of Amer- 
ica, on April 23 will leave here on an 
extended lecture tour through the Moun- 
tain states, the East and the South. 

His tentative itinerary is as follows: 
April 24, state meeting, Omaha, Neb., 
sponsored by the Horological Association 
of Nebraska; April 25, Sioux City, Ia., 
dinner meeting for the organization of 


an association; April 26, St. Paul, Minn., 
meeting sponsored by the new St. Paul 


Watchmakers’ Guild, at which a state 
association and other guilds will be 
formed; April 27, Wisconsin Watch- 


makers’ Association at Madison, Wis.; 
April 29, meeting sponsored by the Chi- 
cago Retail Jewelers’ Guild and_ the 
West Side Retail Jewelers’ Association, 
at the Palmer House, Chicago, Ill. Other 
speakers will be W. H. Samelius, Elgin, 
Ill, and Joseph I. Swartz, Chicago. 
April 30, sectional meeting at Toledo, O 

May 1, organization of a state asso- 
ciation sponsored by the Detroit Watch- 
makers and Jewelers and the Toledo 
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Special No. 10X —<«/o0 size, 7 
Jewel Elgin or Waltham Man's watch in 
Star 10K yellow gold rolled plate case, 


steel back. Complete with leather strap 
and gold _ filled § attach- 
NTs iwenaeiens $6.75 


Same with 15j. movement, $8.75 


With leather cord band as illustrated 
75 cents extra 


Send for our new 1938 24 
page catalog illustrating hun- 
dreds of exceptional values 
in high grade reconditioned, 
guaranteed watches. 


WEKSLER & GOODMAN, Inc. 


Distributors of Keystone, Star, Belove, 
Master and |. D. Watch Cases 


5 South Wabash Ave., Chicago, Ill. 











Guild; May 3, dinner meeting to the 
trade sponsored by the Horological So- 
ciety of Cleveland (Akron society to be 
among the 350 diners, speakers including 
H. F. Babcock, president of the Horolog- 
ical Institute of America); May 4, state 
convention of Horological Society of 
Pennsylvania, at the Roosevelt Hotel, 
Pittsburgh, Pa.; May 6, Buffalo, N. Y., 
plans incomplete; May 8, Niagara, N. 
Y., plans incomplete; May 10, meeting 
of the Horological Guild of Rochester, 
N. Y.; May 12, dinner meeting at the 
Ten Eyck Hotel, Albany, N. Y., spon- 
sored by John De Vogel, of U.H.A., and 
local jobbers; May 15-19, U.H.A. con- 
vention at Boston; May 20, state meet- 
ing sponsored by the Connecticut Hor- 
ological Association at New Haven, 
Conn; May 22 to 26, two meetings in 
New York City sponsored by the Greater 
New York Watchmakers’ Guild and a 
newly-created Timeology Guild, on in- 
definite dates; May 27 and 28, Lancaster, 
Pa.; May 29, Philadelphia; May 30, 
Baltimore; May 31, meeting sponsored 
by Kur Jewelry Co., Washington, D. C. 

Later will follow two meetings in Vir- 
ginia; two or three in Florida; one in 
Georgia; two in Tennessee; two in Ken- 
tucky; two in Ohio; three in Indiana; 
one in Illinois, and one or two in Towa. 


JANUARY IMPORTS 


Article Vumbe Value 
Watches ond wateh 
movements ......... 106,212 $294,698 
Watch parts ........:... 78.884 
Clocks and clock 
movements ......... 2,670 
OTOG GHEE neck ccs ccees 3,365 
Diamonds 
Rough, uncut ........ 5253 cts. 63.370 
WN CUNO on heared warns 18.304 ets. 1,059,915 
Pearls 
ERED erat tan eae a 3,471 
Cultured or cultivated. . 15,807 
Other precious and semi 
precious stones 
Rough, uncut ........ 1,141 
Sg eee 58.123 


Imitetion stones except 


ND "6 6 Calusa a aes eis 81,661 
Imitations of opaque 

precious or semi- 

precious stones ..... 1,32 
Sterling tableware ...... 11.673 


Federal Authorities Start Intensive 
Hunt for Missing Jeweler 


The United States Department of Jus- 
tice has launched a countrywide search 
for Rudolph D. DeSchauer, former 
Clarksburg, W. Va., jeweler, who is 
wanted on indictments for using the mails 
to defraud and as a fugitive under the 
National Stolen Property Act. According 


to the Federal authorities DeSchauer is 
known under several aliases, including 
“Becker,” ‘“Bourgois,’ “Keene,” ‘Mor- 


row” and “Wells.” 





O. M. Ross, Ex-Secretary, Canadian 
Jewelers’ Assn., Passes Away 

MonTREAL, CANADA—Olivar Mowat 

Ross, former secretary of the Canadian 


Jewelers Association, died March 23 at 
his residence, 31 Marmaduke St., Toronto. 








NOBLE 


JEWELRY FINDINGS 
for Manufactaring 
and Repair Work 


F. H. NOBLE & Co. 
Manufacturers 
559 W. 59th Street, CHICAGO 





BOOST SALES NOW 
WITH A 


LUUR| 


Zouri Store Fronts, Niles, Michigan. 
Send Free Portfolio to— 





Name 





Address 





2 : , Mr. Ross, who had been failing in 
= High Grade | health for some time, was long connected | j-438 

JEWELS AND MAINSPRINGS| with Gagnier & Co., printers. In 1899 

for | he went to Toronto where he started his 


| 


Watches 
Cosmopolitan Watch Material 


c 
o 
S 
M 
oO Importing Co. 


Swiss and American | 


journalistic career and in 1912 he joined 
the Gagnier company. He edited the 
jewelry paper until 1928 when he was 
made managing editor of all trade papers 


LEE FOR 


FREE PORTFOLIO 
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87 Nassau St. New York, N. Y. : — 
printed by Gagnier’s. 
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CHARMS AND FAVORS 


In Sterling Silver and Gold Plated — 


| when Frank Appleton Rydstrom, at work 
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Write for complete catalogue 


Simons Bros. Company 
269 S. 9th St. Philadelphia, Pa. 








Dunkirk 


TRADE MARK 


A POPULAR PRICED 
STERLING LINE 
OF QUALITY 


Send 
tor Photos 
Of 
Ppecial Values 
Sn 
Old and Mew 
Tea Seth 


GOLD RECOVERY & 
REFINING CORPORATION 


53 W. 47th ST.. NEW YORK CITY 











| York office 








Frank A. Rydstrom 


Death struck quickly on March 17 
at his desk as a manager of the New 
of R. F. Simmons Co., 9 
Maiden Lane, was smitten with a heart 
attack. He died three hours later in the 
Beekman St. hospital. He was aged 52. 

Just a week before his death Mr. Ryd- 
strom was proudly displaying to close 
friends a 25-year service pin which was 
sent him by his home office. A formal 
presentation was to follow later. He had 
been in excellent health and there was 
no intimation of his death. 

Son of John and Johanna Rydstrom, 





SIMMONS CO. 


WITH R. F. 


25 YEARS 


| both natives of Sweden, he was born in 


Boston, and went to work for D. C. Perci- 
val & Co., Boston, at the age of 14. He was 
later a salesman for the Howard Watch 


| Co., and then for Louis Manheimer & Bros. 


For the past 25 years he was on Maiden 
Lane for R. F. Simmons Co., for which 


| he covered the Eastern territory. 


Among his numerous afhliations were 
the Jewelers 24-Karat Club of New York, 
the Jewelers Fraternal Association; the 


Maiden Lane Historical Society; the 
Maiden Lane Outing Club and_ the 
| Brotherhood of Traveling Jewelers. He 
was active in civic affairs in Staten 
Island. His funeral at St. Andrew’s 


| Church, Staten Island, was largely at- 


tended by members of these organiza- 


| tions and his many friends in the trade. 


His widow and five brothers survive. 


ST. LOUIS GEM GROUP ELECTS 


St. Louis, Mo., March—In order to be 
properly represented on the Executive 
Committee of the Central Division of the 
American Gem Society and on the so- 
ciety’s National Nomenclature Committee, 
the St. Louis study group has organized as 
a guild and elected officers. Those chosen 





include Otto Kortkamp, Jr., Hess & 
Culbertson Jewelry Co., president; Clar- 
ence King, Mermod, Jaccard, King 


| Jewelry Co., vice-president; and Elleard 
| B. Heffern, Heffern-Neuhoff Jewelry Co., 


secretary-treasurer. At the meeting at 
which officers were elected Dr. W. D. 
Shipton led an interesting discussion re- 
lating to gem-stones. 





K. Burns & Son of Newark, N. J., have 
signed leases for three sites in Florida 


| and recently opened their first unit at 201 


Laura St., Jacksonville, Fla. Mr. Burns, 
who was in Florida to give his personal 
attention to re-modelling and re-fitting the 
Jacksonville store, expects to make his 
home in Miami, while his son Maurice 


| will be in charge of the store at Newark. 
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The A-B-C’s of 
INSURANCE 


See that you have— 

Al mple coverage 

Bl est protection available 
Cc 


ost low 











Decide to carry National 











Jewelers Mutual policies for 
protection against fire and 
windstorm. 


Present dividends on fire policies 


33 1/3% 


“Today’s loss is not covered by 
tomorrow’s policy.” 


ee ie oe Se 


(= oe =a 
MUTUAL 


FIRE INSURANCE COMPANY 
JEWELERS INSURANCE BUILDING 


NEENAH, WISCONSIN 























The Spirit 
of Service 


issincere and spontaneous 
at the Lexington. You'll find 
it a refreshing innovation 
in a large,modern hotel... 
801 comfortable rooms with 
tub and shower bath, and 
radio from $3.50. 


Visit the Famous 
eo 4 

@ On your next trip to New York 

be sure to see Manhattan's most 

unique restaurant. An authentic 

Hawaiian setting, even to a trop- 

ical hurricane. It has “taken the 


town by storm.” Dining and danc- 
ing nightly. 


HOTEL LEXINGTON, 


LEXINGTON AVENUE at 48th STREET 





NEW YORK, N. Y. 


Charles E. Rochester, Managing Director 


' 


———— 





THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1938 











NEW YORK: 


Joseph Berland, manufacturing jeweler, 
has removed his office and factory from 
36 W. 47th St., to 6 W. 48th St. 

Schlesinger & Krauss, Inc., manufac- 
turers of earrings and crosses, formerly 
at 172 Fulton St., are now located at 11 
John St. : 

Tavannes of America, Inc., 608 Fifth 
Ave., will move, on or about May 15, 
into much larger quarters in the same 
building. 

The Evkob Watch Co., 49 Maiden 
Lane is moving, on or about, May 1 to 
larger quarters in Room 1005, at 41-43 
Maiden Lane. 

Joseph Pohli, well-known jewelry de- 
signer, 562 Fifth Ave., and family are 
enjoying a sojourn at West Palm Beach, 
Fla., after visiting Miami. 

The Rosenfeld Chain Mfg. Co., will 
move about April 15 from 49 Maiden 
Lane to new and larger quarters on the 
seventh floor at 11 John St. 

On April 15 the B. Goldsmid Co., 
manufacturer of gold watch cases, will 
move from 49 Maiden Lane to new and 
larger quarters at 11 John St. 

Hirsch Small, Inc., it was recently an- 
nounced, has leased for a long term of 
years, space at 21 W. 42nd St., which 
will be opened as a jewelry store. 

George C. Lambros formerly of Lam- 
bros & Merkt is continuing in the refining 
and smelting business under his own name 
at the same address, 64 Fulton St. 

Roger Wurmser, 610 Fifth Ave., an- 
nounced last month that his western repre- 
sentatives, the Henry M. Abrams Co., 
have moved from San Francisco to 727 
W. 7th St., Los Angeles, Cal. 

Morris S. Claar of Claar Bros., dia- 
mond importers, 10 W. 47th St., sailed 
on the Washington, March 9 on a pur- 
chasing trip to Amsterdam and Antwerp. 
He will return to this country some time 
in April. 

Morton Ollendorff of the Ollendorff 
Watch Co., 20 W. 47th St., returned early 
last month from the Continent after 
spending six weeks in La Chaux de Fonds, 
Switzerland and two weeks enjoying 
winter sports. 

Mr. and Mrs. David H. Zell left New 
York, in February, aboard the Grace 
liner Santa Elina for an extended cruise 
through southern waters. Mr. Zell heads 
the company bearing his name at 536 
Broadway, makers of compacts and 
cigarette cases. 

G. H. French & Co., silversmiths of 
North Attleboro, Mass., have opened a 
New York office and show room at 366 
Fifth Ave. A. S. Loeb and I. J. Barzilay, 
who have been identified with the silver- 
ware trade for many years, are connected 
with the new office. 

Larry Lasner, formerly of the Lasner- 
Kittay Corp., will continue in business as 
the Lasner Jewelry Corp., at the same 
address, 65 Nassau St. Occupying larger 
quarters on the seventh floor, the Lasner 
firm will manufacture and carry a gen- 
eral line of jewelry. 

Dave Goldberg, of Denver, Colo., has 
been added to the traveling force of 
Sussman & Medney, 65 Nassau St., this 
city, featuring Girard-Perregaux platinum 
diamond watches. Mr. Goldberg will 
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cover the Pacific Coast States and the 


Northwest and Southwest territories. 


Morris Breslavsky, 60, a member of the 
firm of Breslavsky Bros. and then The 
14Kt. Finding Co., Inc., 64 Fulton St., 
died at his home in Brooklyn, Feb. 28. 
He had been actively engaged for the 
last 40 years in the jewelry business, 
manufacturing findings for the trade. 

Alexander Herbst, Inc., has recently 
been granted a charter of incorporation 
to engage in the jewelry business in this 
city. The business was capitalized with 
100 shares of stock, no par value and the 
following are named as the incorporators: 
Henry E. Kaltun, Sidney J. Hodas and 
Harry Margulies. 

Leo’s Watch Repair Service, this city 
has also been incorporated by Leo, Lester 
and Ernestine K. Tauss, with a capital 
of $5,000. According to other papers filed 
at the office of Secretary 
Albany, the business operated under the 
name of Henros Jewelers, Inc., this city, 
has increased its capital from $5,000 to 
$7,500. 


Hugo Buchser, publisher of directories 


] 


| 


of State in | 


of the Swiss watchmaking industry, will | 
arrive in this city about April 15 for the | 
purpose of making a study trip to most | 
of the important watch factories in this | 


country. Mr. Buchser, who 


intends to | 


remain in the United States until June | 
will also call on many of the wholesale 


firms here. 


The beefsteak dinner held annually 
for the members of the Jewelers 24 Karat 
Club of New York will be staged at 6.30 
o'clock, Tuesday night, April 5, at Jack 
Dempsey’s restaurant, Eighth Ave., and 
50th St. Julius Kaufman, 608 Fifth Ave., 
is chairman in charge of arrangements, 
being assisted by Howard W. Boynton 
and John A. Sommer. 

The partnership lately existing be- 
tween Samuel Kramer and Harry S. 
Bick under the firm name of Kramer & 
Bick, 2 W. 46th St.. has been dissolved 
by mutual consent as of Dec. 31, last, ac- 
cording to an announcement made last 
month. Harry S. Bick will continue the 
business under the firm name of Kramer 
& Bick at the same address. 

The safety division of the New York 
State Labor Department on Feb. 28 
awarded a certificate to the Bruner-Rit- 
ter Co., for having installed the most 
up-to-date safety devices on their ma- 
chinery at 350 Hudson St. The Bruner- 
Ritter Co. also was awarded a bronze 
plaque for having the least number of 
accidents per man-hour. 

Vincent A. Celona, for 25 vears a dia- 
mond setter passed away at Mt. Vernon, 
N. Y., on Feb. 26. He worked for many 
firms; among. them, 
Heigham, Walter P. McTeigue, Inc., and 
McTeigue & Co., Inc. Mr. Celona was 
a member of Chancellor Kent Lodge, F. 
& A. M., Mt. Vernon, for 29 years. 
Funeral services were held in Mt. Vernon, 
Feb. 28. 

As founder and president of the Man- 
hattan chapter of the Izaak Walton 
League of Amercia, Ben DeFrece Bern- 
stein, 48 W. 48th St., is enlisting mem- 


Wm. Scheer, L. | 


bers of the jewelry trade to join 

this movement. The League’s platform 

among other things encourages appre- | 
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Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 
71-73 Nassau Street, New York 


Orders for Jobbing Stones and Lapida 
Work Carefully and Promptly Filled 





Diamonds 
and 
Diamond Mounted Jewelry 
WHITELAW BROTHERS 


Diamond Importers and Cutters 
48 West 48th St. New York City 











NAVON & MISRAHI S. A. 


ANTWERP, 26 rue Simons 
Export: Diamonds of all qualities 
Import: Cultured pearls 

Buying Agency at Kobe 
Established in 1911 
Correspondence invited 
References given and required 
Representative for U.S. A. 


SAL GUTWIRTH 
580 FIFTH AVE., NEW YORK 











“ORIENTA” 
CULTURED PEARLS 
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*“JADE”’ 
**The Gem Of Ages’’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE GEMS CO. 


INC. 


20 West 47th St. New York 








UNUSUAL GEMS 
Bought and Sold 


STEPHEN VARNI CO. 
580 Fifth Ave. New York 








Coat of Arms Seals 


ENCRUSTERS 


BRAUNFELD &@© MEHLMAN 
108 FULTON STREET 


Drilling NEW YORK, N. Y. Gem Cutting 
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EIGHT DAY ALARM 
FOLDING LEATHER CLOCKS 
48 WEST 48TH ST. 





DIMES 


STERLING 


N. MASS 








TRADE WATCH REPAIRING 
All W ork Guaranteed One Year. 


Write for Price List 


GEDDES & CRAMER 


1113 Chrisler Ave., Schenectady, N. Y. 
Service That Satisfies 








Fine 


WATCH REPAIRING 


Also Watch Movements for 
replacement in odd size cases. 


JOS. HUMAIR 
20 W. 47th St., New York. Tel. BRyant 9-0983 











STOP WATCHES 


Low-Priced Line. 

7 Jewels—Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-4 


BRENET WATCH CO. 
266 W.40th St.,New York 














We Solve Repair Problems! 

* Jewelers 
¢ Silversmiths 

Order Work 
GUARANTEE REPAIR & PLATING SERVICE 


“25 Years’ Practical Experience” 
71 Nassua St. 


DIAL REFINISHING 


WATCH AND CLOCK 
HIGH GRADE EUROPEAN METHOD 
24 Heur Service 


Write for Price List 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. 











Parts Replaced 


¢ Platers 


NEW YORK, N. Y. 





RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 
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of your invention for 
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ciation of America’s outdoor 
and more outdoor recreation. 


resources 


George F. Little, well known to jewel- 
ers throughout the country as manager of 
gift shows held for many years in several 
of the larger cities in the East and Mid- 
West, is receiving the sympathy of his 
friends in the trade over the death of his 
wife on March 8. Mrs. Little, who was 
born in New York City, passed away at 
her home in Great Neck, Long Island, 
where she had resided with her family 
for the past 20 years. She is survived by 
her husband and two sons, William and 
Donald. 


Four bandits, two of 
have been armed with revolvers with 
which they threatened to shoot to kill, 
held up Simon Balizer in his store at 435 
Knickerbocker Ave., Ridgewood, Brooklyn, 
one night recently. The loot, which was 
uninsured, included jewelry, watches and 
cash taken from the safe and show cases, 
and had a reported value of more than 
$2,000. Mr. Balizer broke his bonds of 
piano wire shortly after the bandits left 
and summoned the police, who are now 
following up some promising clues. A 
week before the hold-up an outside dis- 
play case had been robbed of $50 worth 
of jewelry. 


them known 10 


According to an announcement made 
by the Schick Dry Shaver Co., Stamford, 
Conn., a preliminary injunction has been 
issued by Justice Samuel Rosenman of 
the New York Supreme Court, restrain- 
ing distributors of its product in New 
York from selling below the price fixed 


with dealers under the New York State 
fair trade law. The injunction was 
issued against a concern in this city, 


which is said by the Schick concern to 
have obtained its products from other 
New York dealers and even though 
warned of the price set by the company 
under the fair trade law, refused to ad- 
here to this price. 


The exhibition of the work-of the jew- 
elry designing class at Mechanics Insti- 
tute, 20 W. 44th St., will be opened for 
the public on April 13 and 14 beginning 
from 7 to 9 o’clock. Three medals will 
be awarded to the prize winners, one 
silver and two bronze, donated by Felix 
and Henry Weil, members of the Medallic 
Art Corp., 210 E. 51st St. It was dis- 
closed that the two brothers had been 
students of the Mechanics Institute about 
50 years ago in the downtown district. 
Alfred Morell, president of the Retail 
Jewelers Association, 608 Fifth Ave., will 
make the presentations after the jury has 
decided on the winning prizes. The class 
is conducted by C. A. Jakobb. 


The Made-in-America Industrial Ex- 
position held last month at Blooming- 
dale’s department store in this city, at- 
tracted thousands of people interested in 
merchandise produced in this country. At 
many of the booths scattered throughout 
the store, manufacturing methods were 
demonstrated. Among those who made 
displays were the Stephen Varni Co., 
showing an interesting group of domestic 
rough gem minerals, cut gem stones and 
a gem cutting machine; Weinreich Bros., 
synthetic pearls; Oneida, Ltd., silver- 
plated ware; Electric Time Co., electric 
clocks; Waltham Watch Co., watches and 
clocks; United States Potters Association, 
pottery and tableware division American 
Glassware Association, table glassware. 


According to an announcement made 
last month on behalf of the Greater New 
York Fund, Inc., the jewelry industry 
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will be represented in this $10,000,009 


_ appeal to finance the city’s private health 


| Brand-Chatillon Corp., 





and welfare agencies by a number of 
well-known members of the trade. They 
include John R. Hackes, president, Amer- 
ican Gem & Pearl Co.. James D. Leys, 
of Leys, Christie & Co., Walter P. Me. 
Teigue, president, McT eigue & Co., Inc, 
William Elder Marcus, president, Mar. 
cus Co. J. Ernest Stern, president, 
Tobias Stern, vice- 
president, Jacques Kreisler Sales Corp, 
Charles F. Winson, vice-president, Max 
Duraffourg Gem Co., Inc., and Raymond 
C. Maed, president, Raymond C. Yard 
Inc. The campaign for funds will he 
launched May 2. 


A. R. Raphael, New Haven, Conn, 
vice-president of the United Horologi- 
cal Association, was the speaker at the 
dinner of the Watchmaker’s Guild of 
Greater New York, Inc., Feb. 22, at the 
Real Roumanian restaurant, The Bronx. 
Mr. Raphael gave a history of U.H.A. 
and outlined its program. The follow- 
ing othcers were inducted: Harry B. Kahn, 
president; Sameul Lask, vice-president; 
Martin Green, treasurer; Solomon Sha- 
piro, secretary, and directors, Sol Zweigel, 
chairman, $. DeMaria, M. Greenberg, M. 
Berens, J. D. Berry, William Hoppe and 
H. Newborn. 8S. Plotka was appointed 


chairman of a committee to inaugurate 
a membership drive. ‘The organization 
invites Bronx watchmakers to attend 


meetings which will be held on the last 
Sunday of each month. 


dressed woman, posing 
resident swindled several 
city last month with 


A fashionably 
as a Park Ave. 
jewelers in this 
fraudulent checks. 


37 MAIDEN LANE 
H. KURI, NEW YORK, N. Y. 
BUY DIRECT FROM IMPORTER 


FINISHED BALANCE STAFFS 
for Swiss Watches. Also imita- 
tion Staffs for Elgin, Waltham and 
other American Watches. 3000 
gross in stock, over 300 ‘different 
sizes, models and 
STEMS for Swiss Watches. 
Per dozen (not less of one kind).. 
Per gross (not less of one kind).. $2. 
ASSORTMENTS of Balance Staffs 
or Stems for either A.S., BULOVA 
or GRUEN Watches, from Baguette 
to 10/2 ligne. Each assortment con- 
tains 12 different models. 
Assortment of 3 dozen............ $1.00 
ya ee oer $1.75 
Balance Staffs for SWISS Watches, 24 different 
models for BAGUETTE from 2'/2 to 4% ligne. 
Per assortment of 6 dozen...............+5: 
CABINET of 144 dozen Balance Staffs, 144 
different kinds for Swiss Watches or for Swiss 
and American Watches, | dozen ef each kind. 
Each size, or model in separate, celluloid, 
rust-proof bottles, fitting approximately = 
OIFFERENT MOVEMENTS. From Bague 
te 16 size. Per assortment of 144 dozen..... 
Per assortment of 144 oe ae 
BALANCE HOLE JEWELS, for uaa 
Watches, high grade pokes Per doz 
BALANCE HOLE JEWELS for Swiss watches, 
assorted from 4'/2 to 10'/2 ligne, per gross.. 
From 102 ligne to 16 size ...........+-e005- 
M f FINISHED CYLINDER 
BALANCE STAFFS, 18 different, separate, 
sizes, from No. 0 to No. 17, that is from aia 
ligne up to 16 size pocket watehes. 18 doz... $9. 
Per dozen of ONE number, from No. 0 to 6.. ! 
ONE number, from No. 7 to iy... 3 
UNFINISHED CYLINDER BALANCE 





sb 


$2.00 


STAFFS, superior quality. Single dozen of 

ONE number, from No. 0 to No. 17.......... 15 
Assortment of 18 dozen from Ne. 0 to No. 17. 9.00 
Shipped C.O.D. or against payment in ad- 


vance. Postage Charged. 
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and Imitation Stones 
Jobbing Stones Our Specialty 


Expert Pearl and Bead Stringing 


LOMO NOVELTY CO. 


Unquestioned Reliability 
10 W. 47th ST. NEW YORK, N.Y 
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Leopold Nathan Elected President 
Precious Stone Dealers Assn. 


Leopold Nathan of S. Nathan & Co., 
New York, was elected president of the 
Precious Stone Dealers Association at the 
annual meeting of the organization, 
March 3 at the Hotel Taft, New York. 
In 1937 Mr. Nathan served as vice-presi- 
dent and previous to that acted as secre- 
tarv of the organization for five years. 

Other officers chosen to serve for the 
ensuing vear include Thomas H. Benedict 
of H. R. Benedict & Sons, vice-president ; 





HEADS STONE DEALERS’ GROUP 


George J. Klinick, Heller-Hope Co., re- 
elected treasurer, and Isidor Lassner of 
Lassner & Lassner, re-elected secretary. 
The ofhcers serve as the executive com- 
mittee, while the president selects the 
board of directors. The latter will prob- 
ably be named by President Nathan at 
the April meeting. 

Upon retiring as president, Charles L. 
Frank made an eloquent address in which 
he thanked the othcers and members for 
their cooperation during the past year. 
In a short address following his election 
President Nathan outlined some of his 
plans for the coming year. He stated 
that the organization is contemplating 
taking some part in the World’s Fair 
which will open next year in New York. 
Just what form this activity will take has 
not been decided but it is President 
Nathan's intention to select a committee 
to formulate some plan of participation. 

John Schulman of Hayes, St. John & 
Schulman was renamed as attorney for 
the association at the March meeting 
which was attended by 22 of the enrolled 
32 members. This organization was 
founded eight vears ago and meetings 
are usually held the first Thursday of 
each month. 


CHARLES P. GOLDSMITH 

Charles P. Goldsmith, 72, inventor of 
the “hold on” clutch, a scarf pin safety 
clasp, and maker of diamond platinum 
jewelry, died Thursday evening, March 
24, in a New York theatre. He had re- 
cently returned to New York from a two 
months vacation in Florida in good 
health. His 52-year-old business has been 
at 20-26 W. 36th St., New York, for the 
past 20 vears. In his earlier day the de- 
ceased was known throughout the country 
as a result of sales trips. The business 
will be continued with the same per- 
sonnel, 





S. Genn of S. Genn, Inc., diamond im- 
porter, 630 Fifth Ave., sailed March 30 
on the Normandic to visit his offices at 
Antwerp and Amsterdam. 
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M. L. Outing Club Elects 





BENJAMIN F. BIFFER 


Benjamin F. Biffar, of Wiltshire-Bittat 
Co., Inc., 9 Maiden Lane, New York, 
was elected to succeed Robert Quayle as 
president of the Maiden Lane Outing 
Club, at its annual meeting, March 11. 
James Theis was elected vice-president, 
and Jerome L. once more 
named secretary-treasurer. It was de- 
cided to hold the outing on Saturday, 
June 4+, again at the Elks Club, Oakwood 
Heights, Staten Island. The committee 
in charge is composed of Bill Richards, 


G;rant was 


chairman, Harry Belasi, John Tonry, 
Louis Cutler, David Weinberg = and 
Harry Lynch. Club finances were re- 


ported in excellent shape and there are 
many applications for membership al- 
though the roster is full. 





Leads Fraternal Association 





ROSS DONALDSON 


Harry Kretsch in his report as retir- 
ing president of the Jewelers Fraternal 
Association pointed out that the treasury 
was at the highest point in the organ- 
ization’s history. Ross Donaldson, fac- 
tory representative, 9 Maiden Lane, was 
elected to succeed Mr. Kretsch at the 
annual meeting held March 10, at 9 
Maiden Lane. Other officers elected 
were: Howard H. Hetherington, vice- 
president; William Underwood, secre- 
tary-treasurer; and governors, Ross Don- 
aldson, chairman, Mr. Kretsch, the late 
Frank A. Rydstrom, who died suddenly 
March 15, James Theise, Norbert Cahn, 
Norman Ulrich and C. C. Carrouther. 
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PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings © gy 


WM. HERTEL & CO., Inc. 
Silversmiths & Platers 


17 W. 45th St. 
New York City 


“18 years at the same 
address” 
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An Alloy 
Especially Made for 


PRESSURE & CENTRIFUGAL 
CASTING 


YELLOW GOLD — ALL KARATS 


H. HENRICH, Inc. 


Fine Gold Alloys—Since 1879 
64 FULTON STREET, NEW YORK, N. Y. 
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Specializing Traveling and Boudoir Clocks 
Also complete Leather Case Service 
110 West 40th St. + New York 





THEODORE MERKT 


Smelter and Refiner of 
all precious Metals 


PLATINUM - GOLD - SILVER 


64 Fulton St. New York, N. Y. 















SURE WAY TO INCREASE SALES 
Stock up with imported 


CUCKOO CLOCKS¢ 


Mantelpiece, Wall and 
Grandfather Clocks 
Write for New Price List 
FRANK KAUFFMANN 
IMPORTER 
1485 Third Ave., New York City 
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Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


, Broad and Somerset Streets 
PHILADELPHIA, PA. 











ELGIN & BELMAR 


He 
LOUIS SICKLES 


‘Wholesale Distributorstothe Trade” 


1015 Chestnut St., Philadelphia, Pa. - 








Z'RNKILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


FX. ZIRNKILTON 2!3,3,(274.81; 


PHILADELPHIA 














EMPIRE 


SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER. — PLATINUM 


713 SANSOM ST. 


PHILADELPHIA 








MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book ‘‘Your Future and Our School.” 
JOHN J. BOWMAN, Director 
Bowman Blidg., Lancaster, Pa. 

















BYARD F. BROG 


Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 
Philadelphia 


805 Sansom Street 


GAN 








ORDER YOUR 


TELECHRON and REVERE 
Electric Clocks 


SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 


MT. VERNON—Amer. Watches 
Repair Dept. Supplies 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 42 years) 














PHILADELPHIA: 


F. C. Koehler, jeweler of Lansdale, 
was recently elected president of the 
Lansdale Merchants’ Association. 

The French Jewelry Co., 117 S. 8th St., 
has completely remodeled its offices and 
factory and taken on additional space on 
the third floor. 

L. Lieberman, representing the French 
Jewelry Co., 117 S. 8th St., left March 22 
on a three-weeks’ trip to Pittsburgh and 
the middle-west. 

James May, of Heiland & May, 17th 
and Walnut Sts., was called to South- 
bridge, Mass., recently because of the 
death of his father there. 

George W. Hurlburt, of H. O. Hurl- 
burt & Sons, spent 10 days in March at 
Atlantic City. Max Goldstein, of the 
same firm, enjoyed a cruise through the 
West Indies in February 

Fred J. Cooper, jeweler, 113 S. 12th 
St., this city celebrated his 14th anni- 
versary in the jewelry business last 
month. Mr. Cooper had learned the 
business from his father in England. 

Retirement from business means an 
active life of travel for George W. 
Kranich, for many years one of German- 
town Ave.’s prominent retail jewelers. 
Mr. Kranich is spending six weeks in 
Florida. 

The store front on the new S. Kind & 
Sons’ building at Chestnut and Broad 
Sts. has been installed and work on the 
interior is being pushed so that the firm 
can occupy the new quarters the latter 
part of April. 

Charles Lesse, of S. Lesse & Sons, 
Inc., 732 Chestnut St., reports a tangible 
ferward move in business after a swing 
through the New England states, Wil- 
liam Lesse, of the same firm, is on a 
western trip at present. 

A Pottstown, Pa., branch store was 
opened March 19 by Moss, credit jewel- 
ers, of Coatesville. The Pottstown branch 
is located at 251 High St., formerly occu- 
pied by the Robert J. Snyder jewelry 
store. Edward Gilmore is the manager. 

An unusually successful job as an as- 
sistant in Philadelphia’s United Cam- 
paign Fund drive has been turned in by 
David Gersh, of H. O. Hurlburt & Sons, 
Inc. Mr. Gersh contacted jobbers and 
sub-jobbers in this annual charity fund 
campaign and helped swell the com- 
munity chest by reaching the quota for 
his division. 

James Broadbent, retired jeweler, died 
March 15 at his home, 5237 Irving St., 
this city, at the age of 88. Thirty years 
ago, Mr. Broadbent lost his sight and 
remained blind for four years. He re- 
gained his vision and retained it until 
about 15 vears ago when blindness re- 
turned as stangely as it had vanished. 
He then remained blind until his death. 

W. Merritt Hurlburt, of H. O. Hurl- 
burt & Sons, 817 Chestnut St., returned 
March 18 from a six week’s Mediter- 
ranean and European tour. Mr. Hurl- 
burt, accompanied by his wife and 
daughter, Catharine, included England, 
France and Belgium and Italy and the 
other Mediterranean countries on_ his 
itinerary. Combining business with plea- 
sure, he also visited the diamond markets 
of Holland. 

Philadelphia’s “nautical jewelers” are 
anticipating spring either by preparing 
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their sailboats or engaging in yacht club 
activities. Charles I. Clegg, of te 
Hoover & Smith Co., 726 Chestnut St., 
an official of the Island Heights (N, 1) 
Yacht Club and is helping with regatta 
plans. Herbert Wendler, of S. Kind & 
Sons, is a Barnegat Bay sailing enthu- 
siast, while John R. Veit, of J. E. Cald- 
well & Co., Chestnut and Juniper Sts., 
will do his sailing under the Wis. 
sinoming Yacht Club burgee. 





Imposition of Sales Tax Catches 
Phila. Merchants Unprepared 


PHILADELPHIA, PA.—Philadelphia’s new 
city sales tax went into effect March | 
and caught the jewelers, as well as 
other merchants, unprepared for its col- 
lection. A delay had been expected while 
amendments were considered, but the 
city suddenly decided to start enforce- 
ment. 

A period of confusion resulted in 
which interpretations of the new ordin- 
ance were sought and not always pro- 
vided. Some of the confusion has been 
cleared up, but collection of the two per 
cent tax on retail sales since March 1 
has convinced jewelers that: 

1. The tax inevitably will hurt busi- 
ness, but the extent of the harm cannot 
be gauged since it is impossible to deter- 
mine how many persons will not make 
purchases in the city because of the tax. 

2. The tax is especially distressing 
because it applies to anyone in any part 
ot the State if an article is bought in 
Philadelphia. ‘This includes mail orders 
from any part of Pennsylvania. 

3. A certain percentage of - sales 
which normally would be made in Phil- 
adelphia, will go to suburban sections out- 
side Philadelphia. 

The jeweler is not allowed to absorb 
the tax or to include it in the price of 
an article. The article must be priced 
and the tax added by the following sys- 
tem of computation: 

No tax on purchases from one to 12 
cents; one cent tax on sales from 13 cents 
to 62 cents; two cents from 63 cents to 
$1.12 purchases; three cents from $1.13 
to $1.62; four cents from $1.63 to $2.12 
and on sales above $2.12 the tax increases 
by one cent for every 50 cents of the 
amount of the sale. 

The customers’ invariable _ reaction, 
jewelers report, is resentment. In some 
cases, buyers have refused to pay it. 








NATIONAL WATCH REPAIRING 
COMPANY 


Rendering Prompt and Efficient Service to 
a Discriminating Clientele all over U.S. 


Send for Special Price List 
727 SANSOM ST., PHILADELPHIA, PA. 














MIRACULOUS 
MEDALS 


MADE IN STERLING SILVER 
OR ROLLED GOLD PLATE— 
ENAMELED CENTER WITH 
MAKCASITE EDGE. 


FRENCH JEWELRY CO. 


117 S. 8th St., 
PHILADELPHIA 
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PROVIDENCE: 


August William Bartelt, local manufac- 
turer of imitation stones for many years, 
died at his home here. He was in his 


70th year. 

Charles H. Butts, traveling salesman 
for the George H. Fuller & Sons Co., 
Pawtucket, manufacturer of jewelry find- 
ings, is celebrating the completion of 62 
years of association with the company. 

The Alwyn Case Co., Inc., of Provi- 
dence, has been incorporated to conduct 
4 manufacturing jewelry business with a 
capital consisting of 100 shares of com- 
mon stock of no par value. The incor- 
porators are: Albert Weiner, Harold 
Weiner and Philip V. Marcus. 

Retail jewelers are interested in the 
fate of a bill that was introduced Feb. 16 
in the Rhode Island Legislature to re- 
quire merchandise offered for sale in any 
retail store of Rhode Island to be labelled 
according to the country in which it was 
manufactured or produced. 

Nineteen jewelry buyers registered at 
the Providence Biltmore Hotel during the 
first three weeks of March, included Mr. 
Hughes, Larkin Co., Buffalo; Mr. Epstein, 
Import Specialties Co., Milwaukee; Mr. 
Wilson, Kasper & Wilson Co., San Fran- 
cisco; Mr. Levy, Ben Felsenthal & Co., 
New York; Mr. Roth, Singer Jewelry 
Co., New York; Milton Brown, Milton 
Brown & Co., New York; Jules Schwab, 
Jules Schwab & Co., New York; Mtr. 
Wolman, Philip Wolman Co., Los An- 
geles; Mr. Brownstein, D. Lisner & Co., 
New York; Walter Lampl, Walter Lamp, 
New York; Edward Gall, Gall Novelty 
Co. Dallas; Mr. Schwartz, Schwartz 
Jewelry Co., Buffalo; Mr. Kind, S. Kind 
& Son, Philadelphia; Morris Levy, Morris 
Levy & Co., Chicago; Mr. Young, Butter- 
field Bros., Portland, Ore.; Mr. Rein- 
schreiber, Cahn & Co., New York; L. I. 


Witkoff, Dayton Price Co., New York 
and Mr. Blumberg, H. Blumberg Co., 
New York, 


Many local jewelry manufacturers at- 
tended an exhibition staged last month 
by the classes in jewelry designing and 
sample-making of the Providence Trades 
School. Prizes were awarded to students 
for outstanding work, for perfect attend- 
ance and greatest advancement in year's 
work, for most original effects in design 
and for unusual effects and neatness. 
Four competitive prizes were offered by 
the William C. Greene Co. and the Ostby 
& Barton Co., both of this city. The 
classes are sponsored by the State Board 
of Vocational Education in co-operation 
with the Providence School Department 
and are open to young men and women 
employed in the jewelry industry who de- 
sire to better their positions. The sketches 
represent original ideas of the students, 
who have been instructed by Lawrence 
M. Bayan, jewelry stylist and production 
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expert. Mr. Bayan’s methods of instruc- 
tion include not only a course in design- 
ing and sample-making but in acquainting 
students with the practical production of 
their designs. 


Jewelry Production Continues Fair 
in Providence Area 


ProvipENcE, R. 1.—The irregular pro- 
duction trend which has characterized the 
jewelry manufacturing industry in the 
Providence-Attleboro section since the 
turn of the year has continued through 
the past month, according to executives 
in the industry. 

The jewelry manufacturing industry 
was the only division in this state to 
report larger payrolls than in January 
and February of last year, the gain in 
each case approximating 10 per cent. 
Monthly trends have been more irregular, 
according to the report, with jewelry 
makers disbursing about 15 per cent less 
in January than they did in December, 
1937. February payments were approx- 
imately 10 per cent larger than those 
in January. 

Manufacturers of silver-plated hollow- 
ware find that while business was good 
during the first two months, there has 
been a slackening in demand in the past 
three weeks. 

Not all divisions 
down in buying, however, as demand 
for such items as lockets and crosses has 
continued active. Many manufacturers 
feel that the call for these items, especi- 
ally the crucifix, will extend through the 
Easter season and some see _ prospects 
that the activity will continue into the 
Fall months. 

Other popular items include lapel pins 
in animal and flower motifs for use 
with women's suits. 

Collections have shown a slightly bet- 
ter trend in recent weeks after slowness 
during January and February, plant 
heads say, but most are agreed that the 
problem of getting money in is not as 
serious now as it has been in some years 
past. 


Jewelers Publicity Heads Present 
Work Before N.E.M.}.S. 


PROVIDENCE—Edward Otis, Jr., secre- 
tary of the New England Manufacturing 
Jewelers and Silversmiths Association, in 
presenting William D. McNeil, chairman 
of the Jewelers Publicity Committee, at 
meetings in Providence and North Attle- 
boro, Mass., on Mar. 5, expressed the 
belief that the efforts of the jewelry trades 
to stimulate sales were a direct factor 
in 1937 results of the industry, which, he 
said, had enjoyed the largest increase 
in sales of any American industry. 

Both Mr. McNeil and June Hamilton 
Rhodes, stylist to the committee, gave 
details of their work and developments 
in the style picture of today. 

The meetings, arranged by the N.E.- 
M.J.S. and the publicity committee, were 
not in the nature of fund-raising events, 
but were for the purpose of acquainting 
local circles with the work being done. 
Fifty were present at the noon meeting 
in Providence, and 60 more at the eve- 
ning session in North Attleboro. 
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ROLLING MILLS 
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reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 
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SCHOOL OF OPTOMETRY 
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Fer further information address: 


Administrative Office 
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REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 
A superior polish— made by silver 
smiths for jewelers’ use and resale 
Freight now prepaid in U.S. — 
jeweler receiving full 100% profit 
REED & BARTON - Taunton, Mass 
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GRAU & HUBER 


Manufacturing Jewelers 
Diamond Setting 
Special Order Work 
Watch and Jewelry Repairing 
Engraving and Carving 
Of All Kinds 
Founded 1918 


416 CLARK BUILDING 
PITTSBURGH, PA. 
Telephone: ATlantle 1465 











HEEREN & CO. 


SPECIAL ORDER WORK 


GOLD & SILVER 


PLATING 
JEWELRY REPAIRING 


New Location 
603 Manufacturers Bidg. 
530 Duquesne Way, Pittsburgh, Pa. 








JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bidg., Pittsburgh, Pa. ATlantic 2836 








DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
all orders. 


TRIANGLE 


JEWELRY MFG.CO. 
602 Clark Bldg., Pittsburgh, Pa. At. 7723 
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| returned home from Miami Beach. 


PITTSBURGH: 


Marty Morrow, McKeesport, Pa., retail 
jewelry, is at present touring in Europe. 
Al J. DeRoy, of Joseph DeRoy & Sons, 


and Mrs. DeRoy, have returned from 
California. 
Cc. G. Mortimer, of Heeren & Co., 


Manufacturers building, reports business 
as continuing well. 

William Kappel, head of the W. J. 
Kappel Co., this city, has returned from 
a vacation in Florida. 

The new Charles Bockberger jewelry 
store, Greensburg, Pa., is now located at 
208 S. Pennsylvania Ave. 

Samuel E. Hall, Hall Bros. Co., Clark 
Building, and Mrs. Hall, have returned 
from a vacation at Miami Beach, Fla. 

Herman Cerf, president of the M. Bonn 
Co., wholesale jewelers, Penn Ave., has 
returned from a business trip to Detroit. 

C. Glen Sipe, head of the house of 
Sam F. Sipe, and Mrs. Sipe, returned re- 
cently from a vacation at LaGuna Beach, 
Cal. 

Maurice W. Rihn, of the Henry Terhey- 
den Co., Smithfield St., reports that the 


firm enjoyed a_ splendid business last 
year. 
John Rusiewicz, Natrona, Pa., has 


leased a store in the Rohm building in 
that borough, where he will conduct a 
retail jewelry business. 

Miss Margaret K. Farrell, secretary of 
Grafner Bros., wholesale jewelers, Liber- 
ty Ave., has returned from an extensive 


| vacation at Miami Beach. 


Gus Bastheim and Mrs. Bastheim have 
Mr. 
Bastheim is the head of Henry Wilkins 
& Co., credit jewelers of this city. 
Charles Banov, of C. and H. Banov, 
Wheeling, W. Va., is back from a south- 
ern sojourn which included  stop-overs 


at Charleston, §. C., and Miami Beach, 
Fla. . 

Marling Miller, of Wallace Miller & 
Bro., Uniontown, Pa., accompanied by 


his sister, has been visiting in California. 
They are returning home by way of the 
Panama Canal. 

Adolf Gratf, manager of Braun's Jew- 
elry Store, Braddock, Pa., and Miss Ger- 
trude Weinberger, of McKeesport, Pa., 
were married March 2, and are at pres- 
ent on their honeymoon in Florida. 

Burglars broke into the Feldman Jew- 
elry Repair Co. store in the Cameo build- 
ing, Fifth Ave., during the night of 
March 14, and stole four watches valued 
at $75, according to E. B. Feldman, man- 
ager. 

Paul S. Hardy, president of the Hardy 
& Hayes Co., Oliver Ave. and Wood St., 
and Mrs. Hardy are sojourning in Cali- 
fornia. Mrs. Hardy has been there for 
an extended visit, and Mr. Hardy went 
out to bring her home, stopping for a few 


| days in New Orleans, La. 


The S. A. Meyer Co., Washington, Pa., 
has purchased the business of Shaw’s, 71 
N. Main St., Mansfield, Ohio. David 
Green, of New York City, formerly asso- 
ciated with A. Cohen & Sons Corp., as 
traveling representative in this territory, 
will manage the store for Mr. Meyer. 
Mr. Green plans to bring his family to 
Mansfield from New York. 

Members of the trade learned with re- 
gret of the recent death of Theodore 
Kaufmann, one of the founders of the 
Kaufmann & Bear Co., which was subse- 
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quently purchased by Gimbel Bros. My. 
Kaufmann was for many years buyer jn 
the jewelry department of Kaufmann’s 
Department Store, this city. He was 69 
years of age, and is survived by his 
widow. 

Emil Freyer, president of the Samuel 
Weinhaus Co., wholesale jewelers, Penn 
Ave., who was taken suddenly ill at Vero 
Beach, Fla., late in February, has re- 
turned to Pittsburgh with Mrs. Freyer, 
and is now recuperating. Mr. Frevyer 
suffered a stomach disorder, very unex- 
pectedly, following an afternoon of golf, 
and was obliged to cut short his visit in 
the South. 

Patricia Keating, daughter of Mr. and 
Mrs. Francis A. Keating, of Pembroke 
Place, has decided upon April 28 as the 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
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DIAMONDS 
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C. F. HILLEGAS 


Expert Jewelry Engraving 
Ring Carving and Designing 


415A Clark Bidg., Pittsburgh, Pa. 
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GOLD and SILVER 


Scrap and Wastes 
IPUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 
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r her marriage to Maurice Alex- 
ander Smith II, son of Mrs. Maurice 
Alexander Smith of Hifield, Greensburg, 
Pa The bridegroom to be is a graduate 
f Shadyside Academy, Pittsburgh, and 
Conall University, and Miss Keating of 


seton Hill College. 


date fo 


CALENDAR OF EVENTS 
April 


Nebraska R...A.., Lincoln Hotel, Lin- 
coln, Nebr., April 3, 4. : 

Virginia- North Carolina R.J.A., Cham- 
berlain Hotel, Old Point Comfort, Va.. 

il 10-12. 

“Teme R.J.A., Hotel 
Louis, Mo., April 10, 11. 

Oklahoma R.J.A., Hotel Biltmore, Ok- 
lahoma City, Okla., April 10, 11. 

Massachusetts-Rhode Island R.J.A., 
Parker House, Boston, April 14. 

Texas R.J.A., Hotel Gunther, San An- 
tonio, Tex., April 21-23. 

South Carolina R.J.A., Hotel Clare- 
mont, Sumter, S. C., April 24, 25. 

American Gem Society Conclave, Chi- 
cago, April 24-26. 

Michigan R.J.A., Hotel 
son. Mich., April 24-27. 

Wolverine Traveling Jewelers. 
Haves, Jackson, Mich., April 24-27. 


May 


American Gem Society Conclave, Bos- 
ton, Mass., May 1-3. 
Tennessee Watchmakers & 


Statler, St. 


Hayes, Jack- 


Hotel 


Jewelers 


Association, Hotel Peabody, Memphis. 
Tenn., May 1-3. 
Georgia R.J.A., Hotel Dempsey, Ma- 


con, Ga., May 2. 

Wisconsin R.J.A.. Hotel 
Madison, Wis., May 2, 3. 

Horological Institute of America. Lee 
House, Washington, D. C.. Mav 8. 9. 

Florida R.J.A., Jacksonville, Fla.. May 
8-10. 

Md.-Del.-D. of C. R.J.A., Hotel Du 
Pont, Wilmington, Del., May 8, 9. 

Illinois R.J.A.. Union League Club 
Elgin, Ill., May 9, 10. 

Washington R.J.A., Seattle. May 15-17. 

New York R.J.A.. Ten Evck Hotel. 
Albany, N. Y., May 16, 17. 

United Horological Association of 
ee Hotel Statler, Boston. Mav 16- 


Lorraine, 


New Jersey R.J.A.. Hotel Travmore, 
Atlantic City, N. J., May 22-24. 


June 


Maine R.J.A.. Lakewood, Me., June 6. 
_ National Wholesale Jewelers Associa- 
tion, Edgewater Beach Hotel, Chicago. 
lil. June 13-15. 

New Hampshire R.J.A., Wentworth-by- 
the-Sea, Portsmouth, N. H.. June 28, 29. 


August 


American National Retail Jewelers 
Association, Waldorf-Astoria, New York. 
week of August 29, 


September 


National Association of Credit Jewel- 
ee Sherman, Chicago, IIl., Sept. 


INGERSOLL FAIR TRADE CONTRACTS 

The Ingersoll-Waterbury Co., 30 Irving 
Place, New York, announced last month 
that it had consummated fair trade con- 
tracts for Ingersoll watches and clocks 
and Kelton watches in all states having 
Fair Trade Laws. 
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Atlantic City Mayor Loses Fight for 
Night Jewelry Auctions 


ATLANTIC City, N. J.—The Chamber 
of Commerce and beachfront hotelmen 
won a well-deserved victory, Feb. 24, 
when an ordinance by which Mayor 
White sought to extend the time limit 
for jewelry sales in Boardwalk auctions 
to 11 P. M. died a natural death. 

After a prolonged battle between the 
auctioneers and hotelmen, in which the 
former sought to extend their working 
hours beyond the 6 P. M. deadline im- 
posed upon them last Summer, the ordi- 
nance was withdrawn after the second 
reading of it had been postponed from 
week to week. 

The Chamber of Commerce condemned 
the night auctions as “another chance to 
‘gyp the visitors’ and feared a resultant 
setback to resort business. Mayor White 
contended that the average bidder had 
as much chance of getting a legitimate 


diamond by electric light at night as he 
could by purchasing it under artificial 
light by day. One C. of C. spokesman 
said that 500 persons had made com- 
plaints of being defrauded by auctioneers 
in the last five years. 


St. Louis Manufacturers Pick 
Officers for 1938 


St. Louis, Mo.—At a recent meeting of 
the St. Louis Jewelry Manufacturers As- 
sociation officers were chosen to serve for 
the ensuing year. Those elected are 
James Kennedy, president; Albert Kess- 
ler, first vice-president; Marcel Acker, 
second vice-president; Leon Schwartzman, 
secretary and J. Gutfreund, treasurer. 

Plans being formulated by President 
Kennedy and his fellow ofthcers have for 
their obiective the building up of St. 
Louis as a jewelry manufacturing center. 











ations. 


Pittsburgh 





No. 9 of a Series of Advertisements Showing Recent Jewelry Store 
Installations in the Tri-State Area of Pennsylvania, Ohio and W est 
Virginia by C. Proessler & Son Company 





Interior view, Henry Wilkins & Co., Homestead, Pa., store 


“ Alterations by Proessler”’ 


Scarcely a week goes by that C. Proessler & Son Company is not 
called upon by some prominent jeweler to take care of store alter- 


In the Henry Wilkins & Company Homestead, Pa., 
above, it was our pleasure to install the offices and window backs 
and to make the dresser sets for display purposes. 
made extensive alterations to 
Pittsburgh, East Pittsburgh and Ambridge. 


No matter how large or how small the job, we welcome inquirie 
on modernizations and alterations within a radius of 300 miles oi 


Phone CEdar !1716 


| C. PROESSLER & SON COMPANY 
|. 1221-1227 PENNSYLVANIA AVENUE PITTSBURGH, PA. 


Manufacturers of Jewelry Store Fixtures for Nearly Three-Quarters 
of a Century 


the Wilkins stores 


store, illustrated 


We have also 
in Downtown 
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STIEFF 





TARNISH-PROOF CHEST FREX WITH PURCHASE OF $48 
OVER 


“For the June Bride”’ 
A CHEST OF STERLING SILVER 


Rose * Corsage * Clinton 
Puritan + Betsy Patterson Plain 
26 Pieces . $54.25 


6 Tea Spoons, 6 Forks, 6 Knives, 6 Salad. Forks, 
1 Sugar Spoon and 1 Butter Knife. 

47 Pieces Se RT $90.25 
6 Tea Spoons, 6 Forks, 6 Knives, 6 Salad Forks, 
6 Bouillon Spoons, 6 Butter Spreads, 6 Coffee 
Spoons, 3 Table Spoons, 1 Sugar Sppon and 1 
Butter Knife. : : 

If your city has no Stieff agency, write for fur- 


ther details TODAY 


THE STIEFF COMPANY 
BALTIMORE. MD. 


te e 





JE FFICIENT SERVICE 
JNjewest IN MERCHANDISE 
GuArAnteeD QUALITY 
JE LGINS & HAMILTONS 
JLone ESTABLISHED 


Serving THE SOUTH 


Distributors of 


NATIONALLY ADVERTISED 
PRODUCTS 





BALTIMORE, MD. 











B. I. Friedman, president of Friedman's, 
Inc., was recently elected a member of 
the Savannah (Ga.) board of aldermen. 

Macon Brock, proprietor of the Brock 
Jewelry Co., Rome, Ga., and secretary of 
the Georgia Retail Jewelers’ Association, 
is recovering from pneumonia. 





Returning to Baltimore after a trip to 
| Florida and Cuba, James H. Levi, of 
| Leon Levi & Co., 316 W. Lexington St., 
| went to New York on a business trip and 
| has now returned to his office. 
Nine watches valued at $150 
| stolen from the window of the jewelry 
| store of William J. Miller, 200 block N. 


were 


Liberty St. Baltimore, recently. The 
window was broken with a brick. 
Among visitors from the South whe 


called at-the offices of Baltimore whole 
salers was Ned Cohen, of Greensboro, 
N. C. Mr. Cohen reported considerable 
improvement in general business condi 
tions. 

Harry Baumwold, of the United States 
Jewelry Co., has returned to his ofhce in 
Baltimore, Md., after spending several 
weeks in Florida. Mr. Baumwold visited 
many historic places in Florida before 
returning home. 

The Tucker Jewelry Co., formerly lo- 
cated on Forsyth St., Atlanta, Ga., has 
moved into new quarters at 90 Plaza 
Way. The company was recently burned 
out in a fire which swept through several 
stores along Forsyth St. 

Police are investigating the robbery at 
the store of the Henderson Jewelry Co., 
Asheville, N. C., which occurred early on 
the morning of March 1. A rock was 
used to smash one of the store’s display 
windows and merchandise valued at $400 
was taken. 

Bernstein's, of Burlington, N. C., have 
opened their new store. Mr. Bernstein 
came to Baltimore several days before 
the opening of his new emporium for the 
replenishment of his stock. The Bern- 
stein store, with its new fixtures and 
modern appointments, is one of the finest 
in Burlington. 

Frank H. Maier, 
the Savannah, Ga., 
Berkele, Inc., was 
Miss Rose Delaney 
They are now 


assistant manager of 

store of Maier & 
recently married to 
Carson, of that city. 
living in Atlanta, while 
Mr. Maier, who is the son of H. A. 
Maier, Sr., president of the company, is 
dividing his time between the Atlanta and 
Savannah stores of the firm. 

With steady improvement in the retail 


jewelry trade Baltimore jewelers have 
not been lax in improvements to their 
establishments. Hardly a week goes by 


that some jeweler is not spending money 
on making his store more attractive. The 
latest jeweler to make improvements is 
Robert Burs, 1103 W. Baltimore St. Mr. 
Burs is having a new store front and new 
fixtures installed. 

In a recent interview, William B. Leb- 
herz, vice-president in charge of sales of 
the Everedy Co., Frederick, Md., stated 
that the Everedy salesmen throughout the 
country are looking forward to an excep- 
tionally active season. Mr. Lebherz has 
recently returned from a trip during 
which he visited practically every State 
in the Union, introducing néw items to 
the company representatives. 
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ALTIMORE 


Members of the jewelry firms of Gari- 
baldi & Bruns, John M. Little and Nelsoy 
Page, were guests of the Reed & Barton 
Silver Co. the night of March 1, at q 
banquet in the Hotel Charlotte, Charlotte, 
N. C. The banquet was followed by 4 
showing of the Reed & Barton technicolo; 
film, “The Art of Silversmithing,” pre. 
sented by Cyril B. Hartman, of Taunton, 
Mass., head of that company’s industrial 
education division. 

George Schaffer, of J. Engel & Co, 
Baltimore, has returned from a_ success- 
ful business trip through seven southern 
states. Mr. Schaffer reported that im- 
proved economical conditions were ob- 
served in the South. Leon Engel, of the 
Engel concern, accompanied by Mrs. 
Engel, is now on a cruise of the West 
Indies aboard the steamship Georgic. 
Mr. Engel is expected to return to his 
otice early in April. 


Meyer Greenebaum, Baltimore jeweler 
Dies in 67th Year 


BaLTiMorRE, Mp.—Mever Greenebaum, 
for many years one of Baltimore’s lead- 
ing jewelers, died suddenly recently a 
the age of 66 years. Mr. Greenebaum 
was president of M. Greenebaum & Sons, 
operating two jewelry stores here, and 
was also well known in New York and 
abroad. 

Mr. Greenebaum was born in Germany 
and came here as a youth. He established 
his first jewelry store at 2200 E. Monu- 
ment St., and later opened a second store 
on N. Howard St. 

Deceased is survived by two daughters, 
Mrs. Allan Wetzler and Miss Ellen B. 


Greenebaum, and two sons, Harry and 


Norman Greenebaum. 





SCHULTZ STERLING 


offers 





No. 2212 Tray, 12 inches 


Weighs 19 ounces $16.50 Each, Net 
$180.00 per Dozen 


Made also in 14, 16, 18 inches; substantial 
weights. 


Write for quotations. You will be pleased! 


A. G. SCHULTZ COMPANY 


423 East Lombard St. Baltimore, Maryland 














JEWELERS’ SUPPLIES 
Genuine American Watch Material 
Complete line of all Swiss Material 

B.B. Glasses—Flexo U.B.C. 
Tools and Findings 
Westclox Products 
JOHN A. TSCHANTRE 
25 N. Liberty St. Baltimore, Md. 
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Left to right: Most Rev. Joseph F. Rummel, Archbishop of New 
president, Bernard & Grunning, Ine.; Right Rev. Peter Wynhoven, Right Rev. Celestine Chambon, 


Roger Baudier. and Louis J. 


New ORLEANS, LA.—.\ design, setting 
forth the history of the Catholic Church 
in Louisiana and New Orleans from 1734 
to the present day, will adorn the orna- 
mented monstrance for special use dur- 
ing the eighth National Eucharistic Con- 
gress to be held here in October. The 
winning design is the creation of Bernard 
& Grunning, Inc., jewelers at 108 
Baronne St., this city, and was selected 
last month from a group of 24 submitted 
by jewelers in this country and abroad. 

After listening to the praises of the 
monstrance committee, Louis Bernard 
and Walter Grunning of the jewelry firm 
winning the award expressed the opin- 
ion that “the monstrance will be a fine 


IMPORTERS 


AND DISTRIBUTORS OF 


EASTON 


FULLY GUARANTEED BY US 


U. S. JEWELRY CO. 


WHOLESALE JEWELERS 
DIAMONDS : WATCHES : 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 


—— 9 








FULL LINE OF 


ELGIN WATCHES 


=————————————————————— 
FOR PROMPT, EFFICIENT SERVICE 





KAPLAN ENGR. & MFG. CO. | 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 
MFG. JEWELERS DIAMOND SETTERS 
ENGRAVERS 
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Bernard, 


JEWELRY | 


sect.-treas., 


Orleans; Walter J. Grunning, 


Bernard & Grunning, Ine. 


work and into its history has gone much 


historical research and planning”. 
The monstrance will stand 42 inches 
high and will weigh 24 pounds. It will. 


be completely finished on both sides and 
after the convention will be placed in 
the St. Louis Cathedral for use at special 
ceremonies. 


CONSTITUTION FOR VA. HOROLOGISTS 


NorFOLK, VA.—The constitution and by- 
laws were amended and an emblem se- 
lected at the regular supper meeting of 
the Horological Association of Virginia, 
at this place, March 1. The new emblem 
was submitted by W. Camp Shelly, a 
trustee. James E. Burke, South Norfolk. 
was elected to membership. 


Georgia R.J.A. to Convene 
at Macon May 2 


ATLANTA, GA., March—The 1938 con- 
vention of the Georgia Retail Jewelers’ 
Association will be held in Macon, on 
Monday, May 2, it has been announced. 
A program committee has been appointed, 
consisting of H. A. Maier, Jr.; Lawrence 
Holzman and Rudy Schneider, all of At- 
lanta, which will arrange details of the 
meeting. 


Business Improving in the South, 
Reports Baltimore Executive 


BALTIMORE, Mp.—Oscar Samuels, man- 
aging director of J. Engel & Co., whole- 
salers, Baltimore St., at Hopkins Place, 
returning from Florida, where he spent 
several weeks with his wife, expressed 
optimism over the improved business 
conditions in the South. He asserted that 
mills and other industries are increasing 
employment and work hours. Orders 
from Southern retail jewelers, Mr. Sam- 
uels stated are showing marked improve- 
ment. 
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Nose 


The Baltimore Rose is 
a true rose design, not 
in name only. Com- 
pare weights, sizes and 
prices. 


We make odd pieces 
and special work 
made to order. 


The 
SCHOFIELD 
COMPANY 


Silversmiths 
Established 
1871 


331 Charles Se. 
BALTIMORB 
MARYLAND 











104-106 WEST 

| FAYETTE STREET 
BALTIMORE, MD. 

“AN INSTITUTION 
of DEPENDABILITY” 


ESTABLISHED 1885 


SPECIAL ORDER WORK 
REPAIRING 
GOLD AND RHODIUM 
PLATING 


We specialize in College Jewelry 
—Rings, Pins, Belts and Buckles 


Jenkins 


20 W. REDWOOD STREET 
BALTIMORE, MD. 


ALBERT S. SMYTH CO. 


WHOLESALE 
/DIAMONDS - WATCHES 
@ JEWELRY ® 
$s HOPKINS PLACE, BALTIMORE, MD. 


























Wuen You THINK OF 


FINDINGS 


THINK OF 


FULLER 


ORDER FROM YOUR JOBBER 











Srcomparable 


OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 
BECKER-HECKMAN CO 
29 E. Madisen St. 


‘CHICAGO, ILL. 





—NEWALL— 
PORT 


XC )ppring Ring 
—NICKEL— 
No. 88 


Doz. $4.70 Keystone 







Your Wholesaler has them 














CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, III. 








SIMON BROS. 


Watch Repairers the better 
trade since 1910. 


for 


References from best concerns in 


the trade. 


5 S. WABASH AVE. CHICAGO 








GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 




















SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 





ba. | SILVERWARE 2 













4 WUE 


ste 
Rcd | 


. 4 


‘ aa * INEXPENSIVE 
0 | Sen 


« 


SF 


Give 


STIMATS, 

NO OBLIGATION 
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| worth building, 


CHICAGO: 


George Boergerhoff, representative of 
the Arrow Box Co., spent two weeks last 
month on a business trip to the factory 
and New York City. 

J. S. O'Connell, sales manager of the 
Towle Mfg. Co., visited their Chicago 
office last month to attend a conference 
of salesmen traveling out of the Chicago 
office. 

I. Bach, wholesale jeweler in the Hey- 
had the misfortune to 
fall recently and break his leg. He is 
now well on his way to complete re- 
covery. 

Howard Schaeffer, vice-president in 
charge of sales, Elgin National Watch 
Co., expects to return to Chicago the last 
of this month after spending three months 
in Florida, accompanied by Mrs. Schaef- 
fer and their daughter. 

Fred Gottlieb, of Frederick Gottlieb & 
Co., sailed from New York on March 23, 
going direct to Amsterdam and Antwerp 
to visit the diamond markets. Before 
returning to Chicago he will visit his 
mother and family in Holland, returning 
about May 1. 

R. M. Friedman, formerly a member 
of the Service Jewelry Co., Chicago, for 
10 years and then merchandise manager 
of the jewelry department for Elmer 
Richards, credit mail order house of Chi- 
cago for several years, is now manager 
of Whalen’s jewelry store at Springfield, 
Mass., it was announced last month. 

About 65 members of the Jewelers 
Club of Chicago enjoyed a program of 
entertainment in their club rooms in the 
Pittsfield building one night recently, pro- 
vided by the sports and pastimes com- 
mittee, of which Max Cohen is chairman. 
Following dinner, cards, pool and other 
games were indulged in until a late hour. 

The Benj. Allen & Co: bowling team 
and that of the G. Ed Trebing Co., mem- 
bers of the Chicago Jewelers Bowling 
League took part in the A.B.C. national 
tournament held in Chicago starting on 
March 3. The Allen team had the honor 
of bowling in the opening night and fin- 
ished well up with the leaders of that 
evening. 

The regular monthly luncheon meeting 
of the Chicago Jewelers Association was 
held March 17 in the Crystal room of the 
Hotel Sherman and was well attended. 
President John G. Leiner presided and 
received reports of committees. Nathan 
& Berg, Inc., manufacturers of platinum 
jewelry, were elected to membership. 
Regular routine business was dispensed 
with in order to enjoy two acts from the 
College Inn arranged for by the social 
relations Committee of which H. Paul 
Juergens is chairman. 

The Chicago Jewelers Guild and the 
West Side Retail Jewelers Association are 
sponsoring a meeting in the interest of 
the United Horological Association at 8 
o'clock the night of April 29 at the 
Palmer House in Chicago. The day and 
date were selected for the convenience 
of retail dealers and watchmakers of 
Chicago and nearby cities and every one 
near enough is urged to attend. The 
principal event of the program will be 


| a talk by Orville Hagans, national secre- 


tary of the organization, who will tell 
of the work being done and will illus- 
trate with pictures and sound equipment. 
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Another speaker will be J. Schwartz, who 
sponsored the watchmakers State licensing 
bill last year and succeeded in having jt 
passed, but was vetoed by the governor, 
Mr. Schwartz will tell of plans to have 
the bill passed at the next session of the 
legislature. 





Fraternal Assn. of Chicago Jewelers 
Elects Officers at Annual Meeting 


Cuicaco, Int.—The Fraternal Associa. 
tion of Chicago Jewelers held its annual 
meeting last month in the Silversmith 
building and received reports of com- 
mittees and elected officers for the year, 
A most favorable financial report was 
made by treasurer John G. Leiner and 
it was decided to call for no dues for 
the year. 

Officers elected are, president, Thomas 
J. Noonan; vice-president, Allen B. Pj- 
nero; secretary-treasurer, John G. Leiner, 
Directors are, E. S. Heller, Ed. T. Boes, 
Jack Friedland and Fred E. Bleuher. 





“On to Elgin’’ May 9-10 Is Motto 
of Illinois Conventioneers 


ELGIN, ILi_.—Visits to the Elgin Na- 
tional Watch Co. and the Illinois Watch 
Case Co. plants will feature the two-day 
program of the Illinois R.J.A, at. the 
Union League Club, here, Mondav and 
Tuesday, May 9 and 10. A number of 
cities sought this conclave but Elgin was 


favored because of its manufacturing 
interests. 

Upwards of 150 members and _ their 
families are expected, according to 


Henry T. Mortensen, secretary-treasurer, 
of Chicago. J. Ralph Tobin, Springfield, 
Ill., is president. Others cooperating are 
G. Radcliffe Stevens, of the Elgin Watch 
Co.; J. Arthur Rovelstad and William A. 
Schneff, local jewelers, and Harry A. 
Leach, treasurer of the convention com- 
mittee of the Elgin Association of Com- 
merce. 


Edward F. George, Chicago, Dies of 
Heart Attack 


Cuicaco, Int.—Edward Frederick 
George, manager of the watch section of 
Marshall Field & Co., died of a heart 
attack early Sunday morning, Feb. 27, at 
his home, 1308 Elmdale Ave., this city. 
He was 63 years old. 

Long a prominent figure in the jewel- 
ry business, Mr. George spent nearly 50 
years “on State Street.” In 1902 he be- 
came associated with Marshall Field & 
Co., starting as a floor manager, advane- 
ing into merchandising a year later and 
then as head of the diamond and pre- 
cious stone section. Eventually he 4s- 
sumed responsibility for the gold jewelry 
and watch sections. He made several 
trips to the Orient and was considered 
an authority on jade. 

Surviving are his widow, Anna John- 
son George, and four and a 
brother, all of Chicago. 


sisters 





Fifteen jewelry establishments in the N. 
3rd St., Mitchell St.. and downtown Mil- 
waukee districts signed an agreement to 
close their stores at six p. m. on Satur- 
days. 
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Guild Officers Installed 





New officers of the Milwaukee District 
Jewelers’ Guild installed during the or- 
ganization’s February meeting, left to 
right: Jorgen Flugstad, treasurer; E. JJ. 
Metzke, president, and Sam Dalin, sec- 
retary. William Schwanke, newly elected 
yice president, and Paul Will, Edward 
Jensen and Fred Kaeding, directors, are 
the others not shown. 


Negro and Cop Shot After Attempt 
to Rob Jewelry Store 


PHILADELPHIA—An_ attempted robbery 
of a local jewelry store March 17 re 
sulted in the shooting of the would-be 
robber and a patrolman. Both are seri- 
ously wounded. 

Patrolman H. J. Berry, on duty at 9th 
and Parrish Sts. was informed by a 
passerby that a holdup was being at- 
tempted at Max Perlstein’s jewelry store, 
1018 Girard Ave. Berry hurried to the 
scene and arrested a negro. At the call 
box, the latter jerked out of his grasp, 


fired several shots with an automatic 
pistol and escaped, leaving Berry” in- 
jured. 


Several hours later, the negro was am 
bushed as he :eturned to his home and 
hot down by cross-tire from guns 
wielded by four detectives. He is ex- 
pected to die. 


Use of Word “‘Sungold” Discontinued 
Under FTC Stipulation 
WASHINGTON, D. C.—'The Federal 
Trade Commission has announced that 
Dodge, Inc., 706 Hudson Ave., Chicago, 
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Paste Liquid 
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Send for Samples 


WILKEY LABORATORIES, INC. 
2750 W. Van Buren St., Chicago, IIlinois 








WATCH DIALS 
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MICHIGAN DIAL REFINISHING CO. 
612 METROPOLITAN BLDG. 





DETROIT, MICH. 
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has entered into a stipulation to discon- 
tinue the use of the word “Sungold” in 
advertising its trophies and hollow- 
ware, 

The Commission reported that the com- 
pany also will discontinue using the 
word “Gold” alone or with the word 
“Sun” or “with any other words that may 
imply that the merchandise so described 
is made of gold, when such is not a fact.” 

The stipulation provides, according to 
FYC, that if a part of the product is 
plated with gold in “substantial thickness,” 
and the term “Gold-Plated” is used as 
descriptive of such part of the product, 
then that term shall be accompanied by | 
other words printed in equally conspicu- 
ous type so as to indicate clearly that 
only the part of the product so represented 
is plated with gold “in substantial thick- | 
ness.” | 


LOS ANGELES | 


I. Zable, 61, jewelry manufacturer, 
died Feb, 18, of a heart attack. 
The Henry M. Abrams Co. has moved 


from San Francisco to Suite 405 at 727 
W. 7th St. 
Richard Bastheim, wholesale jeweler, 


and wife, returned to Los Angeles last 
month from a trip to New York city. 

Ray Dodge, manufacturer of trophies 
and silverware, left last month on a 
business trip to England and the Leipzig 
Fair. 

L. E. Hansen, watchmaker, formerly 
with the Donavan & Seamans Co., Ine., 
has started a business at 709 Metropoli 
tan Bldg. 

Rothstein Bros., Inc., diamond im 
porters, Seattle and New York, opened 
a branch office last month at 604 Jewelry 
Trades Bldg. Philip H. Woolf is man 
ager, 

L. Krasney, proprietor of the Krasney 
Watch Co., 814 Jewelry Trades Bldg., 
Los Angeles, has sold his business to S. 


Steinman. Mr. Krasney is now calling 
on the trade. 

Aaron Rubin, who has conducted a 
jewelry business in Danville, Ky., for 


the last five years, opened a new store 
last month in the Farmers National Bank 
building, Danville. 

William A. Kaufman, president of A. 
Hirsch & Co., Ine., Chicago, watch 
wholesalers, is now vacationing in Cali 
fornia with his family. 

The Harry Rosenberg Co., 306 Jewelry 
Trades Bldg., is the newest concern in 
the wholesale diamond mounted jewelry 
field in Los Angeles. Albert B. Cohan, 


well known to the local trade, is sales 
manager. 
John J. Nooyen, pioneer watchmaker 


and director of the Los Angeles Horo 
logical Guild, moved from the Metro 
politan Bldg., to 1427 Third St., Santa 
Monica, Cal., where he is conducting a 
retail jewelry business. 

The Los Angeles Guild of the Horo- 
logical Association of California elected 
the following to the board of directors 
at a recent meeting held in Trinity North 
Hall, J. McAuliffe, Louis Levin, A. G. 
Lyons and John J. Nooyen. 

The Los Angeles Guild of the Horo- 
logical Association of California recently 
honored Frank Hope-Jones, famed Eng- 
lish horologist and inventor, with a din- 
ner at the Los Angeles A. C. Leading 
horologists of , Southern California at- 
tended. J. McAuliffe presided. 
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RESTORING 
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Heyworth Bidg., Chicago, Ill. 
Allen Bidg. 315 W. Sth Se. 
Dallas, Texas Los Angeles, Calif. 
Clark Bidg. Seaboard Bidg. 
Pittsburgh, Pa. Seattle, Wash. 








PETER HENRY & SON 


Est. 1872 
WATCH CASE REPAIRING 


AND 
GOLD AND SILVER REFINING 
Prompt Service, Maximum Returns 
610 Glena Bidg., Sth & Race Sts., Cincinaati, Ohte 
Give us a trial. 








McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 


“THE OLD TATTLER" RADIO PROGRAM 
“EXCLUSIVELY FOR JEWELERS” 











PRO-TEX-SIL prevents tarnish 


Repeat business from leading stores 
proves its effectiveness. 

GET ACQUAINTED OFFER 
With initial order for 1 dozen Pro-Tex- 
Sil at $7.20 we will include 2 extra 


bottles without charge if this ad is 
mentioned when ordering. Satisfaction 
guaranteed. 





WELMAID MANUFACTURING CORP'N 
Dept. 2, 564 W. Randolph St., Chicago, III. 























fcme WATCH CO. 
USED WATCH « 

MATERIALS 
USED MOVEMENTS 1| 5 


12 or 16 size Hunting 
73, $1.75 —15J, $2.75 








THE PRICE OF 


SOWLVD YOd GNI 





7h, $2518), $5.25 

16 size Open’ Face NEW MATERIALS 

73, $2.00 —15J, $3.00 oe 

18 ote Mite. EO ‘ an Wheels, pinions, 
° ¢— 15J, : pallet forks, etc., 

5 ness ioe $1.75 for all watches. 

6 on Sn ra. OS Send sample of 
> ¢ — 15), ~ what you want! All 

om PE paling Pigg Guaranteed! Remit 

104% ve . 75¢—] only if satisfactory. 





























Where to Buy 
IMPORTED 
China and Glass 








THEODORE HAVILAND 


Pine FRENCH CHINA 
OOTHS 


JOHN PMADDOOK & “SONS 
English Earthenware 
“GENUINE QUINEEEWARE” 


All in New Yor 
Tapopens HAVILAND & CO., Ime. 
26 W. 23rd St. New York 











JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 





Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 











ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WH. S. PITCAIRN CORPORATION | 
104 Fifth Ave. New York, N. 





Fine Korea 


Famous the World y nord 


Available from 





CHINA | 


ROSENTHAL CHINA CORP. 149 6 5th ine. New York | 





CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


im stock for immediate delivery. Great | 


variety of patterns and designs. 
Wire your urgent orders. 


PAUL A. STRAUB & CO., Ine. 
Importers, 105-107 Fifth Ave., New York 





ROYAL CAULDON and COALPORT 


China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 


WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOTE Wei nit": 


NEW YORK, N. Y 
SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 








Winterling Factories | 


FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. 





W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 


New York, N. Y. | 
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In the Field of Advertising 
and Trade Promotion 














Three houses illustrating new  treat- 
ments of traditional themes in decoration, 
comprise “The 1938 Bride’s House,” ar- 
ranged on the second floor of the Savoy 
Plaza Hotel, 11 E. 58th St. New York, 
which was opened last month by House 
Beautiful. Yhe newest in silver flatware 
is shown by half a dozen leading manu- 
facturers. 

. 

An attraction at the “Made in Amer- 
ica” exhibition last month at Blooming- 
dale’s, New York, was the booth at which 
was shown the Johns gem cutter, for 
which Stephen Varni Co., 580 Fifth Ave., 
New York is agent. The machine is rec- 
ommended as suitable for small shops 
and schools and for those who want to 
pursue the gem cutting hobby at home. 

oe * * 


The Ingersoll-Waterbury Co., has in- 
troduced the Ingersoll “Buck” dollar 
watch, and the “Swagger” wrist watch 
priced at $2.39. In a circular, the watches 
are illustrated and described. 

* * * 

A Paul Revere bowl produced by the 
Ellmore Silver Co., Meriden, Conn., 
now on display at the Yale Museum of 
Fine Arts in New Haven, as an excellent 


Is 


reproduction of early American crafts- 
manship. 
* * * 
The Ace Watch Co., importer, New 


York, has issued a catalog illustrating 
over 75 of the concern’s regular watches 
and several of their promotional novelty 
watches. It was produced by Moss As- 
sociates, the concern’s advertising agency, 
and was supervised by Almin I. Epstein, 
ofice manager of the Ace Watch Co. 
* * . 

A. Sauer & Co., Cincinnati, manufac- 
turers of leather wrist watch straps, have 
introduced a feature in connection with 
their split-proof tubular watch straps 
which is entirely new. This buckle and 
keeper to which the name “Kon-ite” has 
been applied, combines non-corrosiveness 
with smart appearance. The buckle and 
keeper are now a unit with the strap. 
For example, a_ black strap will be 
equipped with a black buckle, a tan strap 
with a tan buckle and a white strap 
with a white buckle. Also, an improve- 
ment in strap construction makes it pos- 
sible for the one “Kon-ite” keeper to 
serve the purpose of two ordinary leather 
keepers, for adjustment to different wrist 
sizes. 

* # * 

A beautifully illustrated catalog has 
been issued by Kensington, Inc., of New 
Kensington, Pa., in which is shown the 
concern’s extensive line of gift wares. 
The makers say that January and Febru- 
ary shipments of Kensington ware were 
14 per cent ahead of the same months 
in 1937. 

* * * 

Oneida, Ltd., makers of Tudor plate, 
will launch a new radio program the 
week of April 4, in which Peggy Tudor 
will give 15-minute “Bridal Broadcasts” 
weekly over a coast-to-coast system of 
stations. The broadcasts will continue 
for 10 weeks during which famous 
guest stars will be featured with the 
Tudor Orchestra. Dealers were ap- 
prised of this forthcoming program in 
a broadside picturing the guest stars and 
Peggy Tudor the mistress of ceremonies. 
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HAWKES CRYSTAL 6% 
GLASSWARE 





The Hadley Co., Providence, R. [, 
now distributing its 1938 catalog’ ¢ 
watch bracelets. In designing the Catalog 
it was Hadley’s purpose to bring out jn 
sharp relief each pattern, so that the 
jeweler might have a clear conception of 
the designs and workmanship. 

* * * 

A new Gruen Watch Co. radio pro- 
gram, using 23 Trans-American Broad- 
casting Co. stations, will make its debut 
on the air over Station WLW in Cip- 
cinnati on April 3 at 10 P. M. EST. 
This will be followed on April. 6 with 
its introduction to the Pacific Coast over 


KFWB in Hollywood at 8.30 P, M., 
P.S.T., and on April 8 at 9.30 P. M, 
E.S.T., over WMCA in New York, Every 
succeeding Friday it will be heard at 
7.30 P. M., over Station WMCA. The 
program, to be presented in connection 
with two new Gruen watch series, is 


to be a dramatic half-hour offering en- 
titled “Encore Theater of the Air.” 
* * * 

“Talks on Silver” is the title of an in- 
teresting and instructive brochure re- 
cently prepared by Reed & Barton, Taun- 
ton, Mass., in connection with the showing 
of their motion picture “The Art of 
Silversmithing,” which is now touring 
the United States. The latter is shown 
in connection with a lecture by Cyril B. 


Hartman of the silver concern. It de- 
scribes the fabricating of silver into 
sterling at the refinery and then the 


fashioning of the sterling flat sheet into 
hollowware pieces. 
* * * 

Jewelers handling Elgin watches have 
been informed that the Elgin National 
Watch Co. has added four 15-jewel semi 
baguette watches to its line of women’s 
timepieces. Each model is cased in 
natural gold. They are illustrated and 
described in a leaflet recently mailed by 
Elgin wholesale distributors. 

* * * 

Sixteen full-pages enclosed in a hand- 
some black-and-gold cover comprise the 
“Book of Selected Values” produced by 
J. R. Wood & Sons, Inc., 1325 Atlantic 
Ave., Brooklyn, N. Y., for retailer dis- 
tribution. The new “Royal Ring,” a 
replica of the wedding band worn by 
the Duchess of Windsor, and described 
to the Wood ring designers by the Rev. 
Robert A. Jardine, is featured among the 
scores of wedding and engagement rings. 





Where to Buy 
DOMESTIC 
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for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 





LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 
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LENOX 
LENOX, INC. 
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The new Belvedere Room high up in 
New York’s Astor Hotel, overlooking 
Times Square, was crowded with mem- 
bers of the Credit Jewelers Association 
of N. Y. & N. J., their wives and guests— 
560: of them altogether—the night of 
March 27, upon the occasion of the organi- 
zation’s fourth annual dinner-dance. 

President C. M. Bradbury and Execu- 
tive Secretary William Wagner justifi- 
ably could have presented an impressive 
report of the association’s work during 
the past year with respect to advertising 
control, legislation in New York and New 


THOMAS J. FITZSIMMONS, who conducted 
a retail business in Pittston, Pa., continu- 
ously for 50 years, died March 5, after 


an illness of a few days. Forty years 
ago after several years’ labor he made a 





mammoth clock which established his 
name throughout parts of the East in 
which the clock was circulated. The 


clock works operated a miniature train 
of cars which ran on tracks and through 
a tunnel. A watchman was on duty at 
the crossings and at appointed time ap- 
peared to flag traffic. 

Wituiam T. A. SHAW, manager of the 
jewelry firm of M. W. Shaw & Sons, 
Galveston, Tex., founded 82 years ago 
by his father, died March 7. He headed 
his firm for 35 years. A brother, Charles 
T. Shaw and five sisters survive. 

WILLIAM SATTERTHWAIT, 83, jeweler at 
866 N. High St., Columbus, Ohio., died 
Feb. 24. A son, Ralph R. Satterthwait, 
has been managing the business. 


THEODORE SCHMIDT, 79, retired jeweler 
who conducted retail businesses in Long 
Island City and -Brooklyn, N. Y., died 
March 14, at his home in Plandome, N. 
Y. Mr. Schmidt was born and spent his 
youth in Germany. 

_ Paut Junop, 75, retired Celina, Ohio, 
Jeweler, died late in February. He was 
a native of Switzerland. 


Abeczert H. Appott, president and 
treasurer of the Wood-Abbott Jewelry 
Co., Lowell, Mass., died suddenly on Feb. 
19. Mr. Abbott, who was identified with 
the industry since boyhood died in the 
local postoffice, where he had gone on 
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Jersey, price maintenance and other ac- 
tivities for the good of the industry, but 
music and entertainment were the order 
of the whole evening. 

After cocktails in the North Garden 
and dinner in the Belvedere Room, Presi- 
dent Bradbury introduced other officers 
and the guests of honor, following which 
came a four-star program of entertain- 
ment arranged by Jack Rose. Stage and 
radio folk included Milton Douglas as 
master-of-ceremonies, Rose Marie, who 
used to be “Baby Rose Marie,” and the 
Apple Dancers, exponents of the season’s 


business. He was a member of the Low- 


ell Jewelers’ Association and _ Boston 
Jewelers’ Club, and of the executive 
board of the Mass.-R. I. R.J.A. 


O. T. ScHWARZ, 52, a jewelry salesman 
for the past 16 years with Buss-Linthi- 
cum-Thorson, Inc., 630 Fifth Ave., New 
York, was fatally stricken with a heart 
attack, Sunday, Feb. 20, while deep-sea 
fishing off Miami, Fla. When he became 
ill a radiogram was sent to the Coast 
Guard. A plane circling the vicinity in- 
tercepted the message, alighted and picked 
up Mr. Schwarz, but he died before the 
plane reached land. He had arrived in 
Florida only a day before his death. He 
was a former member of the Maiden 
Lane Outing Club in New York. 


CHARLES F. SCHLEGEL, 85, dean of Chil- 
licothe, Ohio, businessmen, who began in 
the jewelry trade 68 years ago, died 
March 2 at his home to which he was re- 
turning when the car he was driving 
collided with a truck. Fifty-eight years 
ago, he opened the store in which he 
worked until his death. A son, Charles 
G. Schlegel, has been in charge of the 
store for many years. 

STEPHEN MonTELL MOLLoy, 56, who de- 
veloped a heart ailment while on a trip 
through Mexico, which he completed on 
March 10 when he returned to his home 
in Joplin, Mo., apparently improved in 
health, died several hours after he had 
retired for the night. He operated a 
jewelry store in Webb City, Mo., for 11 
years and one in Joplin for the past 14 
years. 

Rosert D. Louis, 64, Auburn, N. Y., 
jeweler, died March 18, after a two-year 
illness. Mr. Louis was born in Sweden 
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Dinner-Dance Marks 4th Anniversary of N. Y.-N. J. Credit Jewelers’ Group 


Not a dull moment was there among this big crowd in the Astor’s Belvedere Room 





dance craze, besides other enjoyable acts. 

Members of the dinner-dance committee 
were William Van Busch, chairman; M. 
S. Abelson, Eliot P. Hirshberg, Rowland 
D. Goodman, William Goldblatt, Alvin 
S. Baer, Archie Linder, Morris Portnoff, 
Leonard H. Miller, Ben Natchez, Murray 
Stern and Mr. Bradbury. 

Seventeen young ladies identified with 
the stores of members in New York and 
New Jersey, acted as hostesses. 

About 40 attractive gifts, some of them 
valued as high as $50, were presented 
through the courtesy of manufacturers and 
wholesale firms. 


and came here at 16. He was in busi- 
ness in Auburn for 45 years. 


CHARLES J. CHAPMAN, 79, New York 
representative of the National Jeweler 
and two other trade journals from 1906 
to 1929, died March 24 in the Polyclinic 


Hospital, New York, following an op 
eration. Born in England, Mr. Chap 


man was secretary of the British Schools 
and Universities Club of New York, a 
member of the English Speaking Union, 
the Pilgrim Society and of the board of 
directors of the St. George Society. He 
was also an active churchman. 


DANIEL WessTeR HeErinG, Ph.D., C.E., 
LL. D., 88, curator of the James Arthur 


collection of clocks and watches and 
emeritus professor of physics at New 
York University, died Feb. 24, at his 


home, 2208 Andrews Ave., The Bronx. 
Dr. Hering was known to the readers of 
this journal through his writings. Less 
than two years ago a series entitled, 
“Time Concepts and Time Sense Among 
Many People,” the fifth annual James 
Arthur lecture on Time and its Myster- 
ies, was carried in these columns. He 
had charge of 2000 timepieces, many ot 
which are centuries old, in the Arthu: 
collection. He held membership in many 
outstanding scientific societies. 


W. B. Eviott, 58, jeweler of Camden, 
Ark., known as the state’s champion fly 
fisherman, died recently following a 
paralytic stroke. He was associated in 
business with his brother, A. G. Elliott. 


SAMUEL GEFFEN, 42, partner with his 
brother, Isidore Geffen, as Geffen Bros., 
1051 Southern Blvd., The Bronx, suffered 
a fatal heart attack, March 24. 












Western ElJecfric 
WATCH RATE RECORDER 








“Way ahead of normal!” 


Roth Brothers of New York are smart business men 
and capable watchmakers. Mr. Harry Roth, President, 
says, “You ought to see the crowds come in here since 
we put in our Western Electric Watch Rate Recorder. 
They want their watches tested and, without pressure 
from us, a large percentage of them leave their watches 
to be repaired. Now we can test a watch in all posi- 
tions—in a few moments. This is absolutely essential 
to good repair work, and physically impossible without 
a machine. We have cut the repair time on jobs, and 
are giving much better service and satisfaction than 
ever. Our repair business is way ahead of normal. due 
to the Recorder. It is most gratifying that no customers 
come back for regulations.” 


AMERICAN TIME PRODUCTS, Inc. 


sole distributors 
580 FIFTH AVENUE, NEW YORK CITY 


Mail this coupon at 
once for full infor- 
mation about The 
Western Electric 
Watch Rate Re- 





A British Concern— 
Nearly a Century in 


Business — Serving 
the Trade in America 
for Over 50 Years 


SWEEP 
SMELTERS 


BIRMINGHAM, ENG. 








corder. In _ fifteen 
seconds this high- 
precision machine 
gives a_ diagnostic 
written record of 
the performance of 
any watch, accu- 
rate to the varia- 
tion of one second 
per day! 





American Time Products, Inc. Pil 
580 Fifth Avenue ' 
New York City ‘ 
Gentlemen: Without charge or obligation, please send full 
particulars of The Western Electric Watch Rate Recorder, 

to : 
Name .......... boa eek ehae emeeeue ; 


fo ; TREPTCLTT ir Te 


Street 


Our New Catalog 
Is Ready for Mailing 


We are listing a more complete assortment than ever 


~ SANDSTEEL 
CROSSCURVED 
MAINSPRINGS 


Consider the advantage of having All Mainsprings in your 
stock ONE UNIFORM HIGH QUALITY. 

That is possible only if you use Sandsteel Mainsprings. 
Write for your copy of Catalog No. 9. 

Patronize Sandsteel Jobbers. They Give You Service. 


WATCH-MOTOR MAINSPRING CO., INC. 
145 Hudson St. New York City 
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Hope-Jones, British 
Address of Worlc 


BY A. V. ANSEL 





\ costing a round-the-world tour 
he started last September, F. Hope-Jones, eminent Brit- 
ish authority on precision timekeeping and co-creator of the 
free pendulum, made his final appearance in this country 
on Monday night, March 21, when he addressed mem- 
bers and guests of the Horological Society of New York 
at the Hotel McAlpin, New York. Following the lec- 
ture, attended by many leading horologists as well as 
astronomers and others interested in the visitor’s subject, 
“Precision Timekeeping,” Mr. Hope-Jones spent several 
days in New York, and sailed tor England March 24 
on the Queen Mary. 

While Mr. Hope-Jones had planned that this trip 
would be primarily in the nature of an inspection tour 
of 60 observatories of the world equipped with Shortt 
precision clocks embodying free pendulum, his fame as a 
scientist and outstanding Londo Rotarian preceded him 
and as a consequence he was in constant demand as a 
lecturer and after dinner speaker at virtually every point 
he visited. 

After landing on the Pacific Coast several months ago, 
Mr. Hope-Jones halted at several large cities while 
traveling cross country, finally reaching Lancaster, Pa.. 
late in February. There he was the guest for two weeks 
of John J. ard Charles Ezra Bowman of the Bowman 
Technical School, leaving Lancaster March 11 for Phila- 
delphia, where he spoke before the Rittenhouse Astro- 
nomical Society at the Franklin Institute. After this lec- 
ture he went to Washington, D. C., and a few days 
later arrived in New York where he remained until he 
finally sailed for his native England, bringing to an end 
what will long be regarded as an epoch-making journey 
in the interest of horology. 

At his farewell appearance in this country, arranged 
by the executive committee of the Horological Society 
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Florologist, Makes Final 


Tour, in New York 


of New York, of which J. L. Roehrich is head, Mr. 
Hope-Jones received an enthusiastic welcome and recep- 
tion. Introduced by Mr. Roehrich, the visitor was pre- 
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F. Hope-Jones, left, inventor of the free pendulum, has an interested 
audience in the person of Prof. Albert Einstein. 


sented as one of the outstanding figures in the councils 
of horology and also as a director of the Synchronone Co., 
Ltd., of London (makers of the Shortt clock), chairman 
of the Radio Society of Great Britain, time expert for the 
British Broadcasting Co., past chairman of the British 
Horological Institute and honorary member of the Horo- 
logical Institute of America and the Horological Society 
of New York. 

The development of the free pendulum was one of 
the outstanding achievements in the field of precision time- 
keeping. The Synchronome-Shortt free pendulum, first 
produced in 1922 has been used since 1924 as the stand- 
ard sidereal clock at Greenwich, where five are now in- 
stalled. As a consequence, precision in time measurement 
has been increased approximately a hundred-fold, in other 








words a Variance of one-tenth of a second per day has 
been displaced by one-thousandth of a second as the unit in 
everyday use in observatory practice. With the free 
pendulum in the sidereal basement and the slave clock 
on the ground floor, this equipment is only suitable for 
observatories and as a consequence is expensive. 

Mr. Hope-Jones recognized this fact and as the out- 
come of a long cherished ambition finally succeeded in 
combining the free pendulum and slave clock into a single 
unit, possessing the highest degree of precision. Because 
of the simplification of equipment the clock is now access- 
ible at a price to amateur astronomers and scientists. 

The motive power of the clock is derived from the 
Synchronome remontoire in its earliest form as produced 
in 1895. Fig. 1 is a reproduction of the first illustration 
published 42 years ago. It will be observed that the fall- 
ing lever A maintains the vibrations of a_half-seconds 
pendulum D through the medium of a Graham dead 
beat escapement B, C, and that the lever is thrown up 
by the armature EF of an electro-magnet G in circuit with 
the battery F. 

This is used as the slave clock and its sole function is 
now to release a gravity arm and permit it to fall upon 
the free pendulum once every half-minute. Its own pen- 








eee 




















Fig. |. Synchronome 
Remontoire in its earliest 
form. Patent No. 1587, 
1895, Hope-Jones and 


Bowell. 


dulum of half-second beat (9.8 in. long) is furnished 
with Mr. Shortt’s hit-and-miss synchroniser which en- 
ables the free pendulum itself to correct it and to render 
it capable of performing this ‘‘escapement” duty with 
great precision. 

The slave clock is at the back and the free pendulum 
hangs in front, the lever work being placed between the 
two. To avoid confusion, it is drawn separately in Fig. 2. 
When this is superimposed on Fig. 1 and the free pendu- 
lum set in front of it, the clock is complete. The gravity 
lever H centered at h is normally held up on K until 
the scape wheel has completed a revolution in 30 secs. 
and releases it by pin P. It then delivers its impulse to 
the free pendulum and drops off it onto the hit and miss 
synchroniser, after which it releases catch L, which per- 
mits the re-setting lever M centered at m to rise under 
the influence of its heavy counterweight and replace 
lever H on its catch. 

At any time subsequent to these operations, the electro- 
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magnet replaces both levers A and M by its vertical 
armature, thus using the synchronome remontoire for q 
double purpose, once every half-minute. 

When in vacuum, in a copper cylinder case with glass 
bell-jar, the time indication is by means of a small sec. 


~ 
~ 
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Fig. 2. The slave clock and the free pendulum. 


onds hand on the scape wheel arbor, and an external 
half-minute electrical impulse dial in any convenient 
adjacent place. 

When cased in wood, a clock dial is fitted in its head. 
In any event transmission of seconds can be made by the 
slave clock or by photo-electric cells applied to the free 
pendulum itself. 

It will be recalled that Mr. Hope-Jones produced this 
invention two years ago, and demonstrated it by a “Heath 
Robinson” model at a lecture at the British Horological 
Institute. He then offered a premium for its final design 
as a clock, but in the absence of any response, he has fin- 
ished it himself, and it is interesting to note that in doing 
so, he has re-introduced his synchronome remontoire in its 
earliest form. 

Like the history of many inventions, that of the free 
pendulum reads like a romance. We have been taught 
to associate R. J. Rudd of Croydon with the first con- 
ception in 1898. The idea lay dormant until it was intro- 
duced into the synchronome nursery in 1910 and emerged 
as the Shortt Free Pendulum in 1923. That was en- 
tirely based upon the synchronome master clock in its 
latest form, with impulse imparted to the slave pendulum 
every half-minute. 

Mr. Hope-Jones’ free pendulum revives—as the slave 
clock—his first invention of 1895, which employs the 
Graham dead beat escapement. 


Switzerland Has 30,000 Watchmakers 

GrENEVA—The Swiss industry of watchmaking occupies 
11 per cent of all the workmen occupied in manufactures 
in the country, that means approximately 30,000. Switzer- 
land is therefore the greatest producing watchmaking 
country in the world. The United States follows with 
16,000 workers, France with 7000 workers, Germany 
with 4100 workers and England and Japan. The 95 per 
cent of watches manufactured in Switzerland are exported 
to all the countries of the world. 

This branch of Swiss industry will be well represented 
at the national Zurich exhibition in 1939. 
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Needec 


in State Licensing Bills 


by JOHN J. BOWMAN 


First Vice-president, Horological Institute of America 


P erhaps the “biggest news” 
of the past year in the horological field was the establish- 
ment by law in Wisconsin of the licensing of watch- 
makers to practice the craft in that state. 

Movements for introducing legal licensing plans in 
numerous other states have been under way for several 
vears. The fact that such a law is actually in operation 
now in Wisconsin will no doubt hasten similar enact- 
ments in other states. 

The possibilities of benefit to be gained by both the 
trade and the public by well-planned licensing laws are 
great. But everything depends upon how the laws are 
written and upon the character of personnel of the state 
boards appointed to enforce them. 

If various states pass laws, differing in the standards 
of ability required of watchmakers for obtaining licenses 
to work, the result will be nation-wide chaos, which may 
well wreck the entire licensing movement. The laws 
should above all call for really uniform standards of 
competency, for watchmakers in all states, to avoid for 
one thing distress to workmen who. for personal reasons 
may have to move from one state to another. 

Imagine a man who, in trouble enough about unem- 
ployment, is finally offered a job perhaps a little over the 
border in another state. His savings gone, needing earn- 
ings immediately, yet he cannot accept this offer except 
“if, and when,” he takes and passes an examination in the 
other state. But to do this would require an expense of 
time and money that would be impossible for him to 
meet. Thus, the man most grievously in need of earnings, 
is kept in unemployment and distress. 

Another evil that will result from lack of uniform 
standards in different states, concerns the public interest. 
This will be that to states with an inferior standard 
would naturally move the most incompetent workmen. 
Think of a state that would then become a veritable 
botch-watchmakers’ refuge; think of the people of that 
state; think of their poor watches! What would the 
people there get for all their money spent on timepiece 
maintenance—maintenance? no; destruction, on a state- 
wide scale! 

Unless the states adopt a uniform standard, as they 
swing into line with licensing laws, the “horological 
map” of the United States will become an astonishing 
picture. 

But someone says: “It would be well-nigh impossible 
for the legislatures of states to confer on uniform stand- 
ards, prior to passing licensing laws; or, even if they 
could confer, impossible to agree upon a standard in an 
intricate matter like watchmakers’ ability.” 

That this is true, anyone with experience of human 
nature and legislation will agree. Yet, excepting one 
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other way, this would be the only way to attempt uni- 
formity—an attempt foredoomed to failure. 

But that other way—the way providentially at hand, 
and really an easy way to insure uniformity in all the 
states—will be simply for each state to provide in its 
law, as it is passed, that the standard of ability to be 
adopted shall be that of the Certified Watchmaker of 
the Horological Institute of America. This standard has 
been established now for 17 years. There are Certified 
Watchmakers in every state of the union. Many shops 
that do the better grade of work require their workmen to 
have the Certified Watchmaker certificate; one of the 
many examples of this is in a “Help Wanted” ad in the 
Jewevers’ CiRCULAR-KEyYSTONE for March, from which 
is quoted: “Wanted, a Certified Watchmaker; none other 
apply.” 

This Certified Watchmaker test of the Horological 
Institute of America exists as an established, time-tried 
standard of ability for watchmakers. It is conducted by 
1 national organization that has always maintained the 
highest character and connections, independent of com- 
mercial or political interests. 

In the interest of all of the competent watchmakers, 
and of those who are ambitious to become competent; of 
manufacturers and merchandisers of watches; and of all 
of the millions who carry watches; and in the interest of 
the licensing movement itself, we believe it would be well 
that the already well-established Certified Watchmaker 
grade of ability be made the standard in the states as 
they may pass licensing laws. 

And it would be consistent then, that one who has 
passed the: H.I.A. Certified Watchmaker test, could use 
this as evidence of ability, should he be obliged to apply 
for license in moving to some other state. His fitness in 
other respects, required by any state law, could be more 
quickly proven then as to technical ability. The latter 
is what would cause delay that would embarrass both 
prospective employer and employe, and this would be 
avoided by recognition of the H. I. of A. Certified 
Watchmaker certificate, by state boards, in granting 
licenses. 


Success of Wisconsin’s Model Watchmakers’ 
Law Reflected in Report of Examining Board 
SUCCESSFUL attempt to bring order to the watch- 


making profession is reflected in a report of the 
Wisconsin Board of Examiners in Watchmaking to Gov- 
ernor La Follette covering the first six months’ opera- 
tions of the Wisconsin watchmakers registration and 
licensing act. 
Sponsored by the Wisconsin Watchmakers’ Association 
(Please turn to page 109 
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Wisconsin Board Reports 
(Continued from page 107) 

al approved by the Wisconsin Retail Jewelers’ Asso- 
ciation, the law is the first to be enacted by any State and 
was passed by the Wisconsin legislature in 1937. It is 
hased on a model measure indorsed by the United Horo- 
logical Association of America, Inc., American National 
Retail Jewelers’ Association, Horological Institute of 
America, and the United States Bureau of Standards. 

Briefly, the first six months of the law brought the 
establishment of higher standards of workmanship for 


B. W. Heald, secretary 
of the Wisconsin Board 
of Examiners in Watch- 
making, who will discuss 
watchmakers’ _ licensing 
legislation at the forth- 
coming H. |. A. conven- 
tion. 





watchmakers ; adequate examination for watchmakers en- 
tering the trade; suitable apprenticeship standards and 
regulations; and a curriculum for pre-apprentice and 
apprentice training. 

The board also investigated and approved applications 
of 1096 watchmakers seeking certificates of registration 
without examination under a provision of the law which 
exempted from examination those in the profession at 
least six months prior to the passage of the law. 

“Our purpose,” says B. W. Heald. secretary of the 
Examining Board, who also is secretary of the Wisconsin 
Watchmakers’ Association, “has been to set up reason- 
able and adequate standards for the watchmaking pro- 
fession, as well as to protect the public against inferior 
workmanship. Heretofore, anyone without any training 
whatsoever could set himself up as a watchmaker. Now 
he must first demonstrate his professional fitness. 

“The board has conducted examinations with a view 
to obtaining not only good craftsmen, but alse business- 
men of high character. A good watchmaker is not a 
credit to his craft if he cannot measure up to high pro- 
fessional standards.” 

The applicant for a watchmaker’s license must first 
pass a nine-hour examination demonstrating his practical 
ability to do good workmanship and then take a day of 
written and oral examination on his theoretical knowl- 
edge of watch construction and_ repair. 

The high standard of craftsmanship set by the board 
is indicated by failure of two cut of 10 applicants for 
licenses who have taken the examination thus far. Two 
others did not complete the examination. 

The law provides a penalty ef not less than $20 nor 
more than a $100 fine, or imprisonment of not less than 
one month nor more than three months, or both, for per- 
sons convicted of engaging in the watchmaking profession 
without a certificate of registration. 

To guarantee the entrance of adequately trained young 
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men in the profession, the Examining Board is cooperat- 
ing with the State Industrial Commission in regulating 
watchmakers’ apprentices. 

The term of apprenticeship is four years, based on 44 
hours per week for 50 weeks a yedr. Attendance of classes 
prescribed at vocational schools is required feur hours 
weekly. The employer must give instruction and expe- 
rience in the watchmaking trade which will enable the 
applicant to qualify as a competent craftsman. Pay 
ranges from 25 per cent of the prevailing registered 
watchmakers’ rate during the first six months of appren- 
ticeship to 75 per cent during the last six months. Twelve 
voung men are now registered in the State as appren- 
tices in watchmaking. 

Members of the board are C. G. Anderson, president ; 
B. W. Heald, secretary; A. C. Hentschel and J. S. Jan- 
kowski, all of Milwaukee, and R. L. Bringolf, Madison. 


Who Has a Clock That Can Beat This 
One’s 102-Year Service? 





Veteran seven-day weight-operated clock 


Drs Moines, lowa.—For 102 years the tall clock 
in the Irven R. Stubbs jewelry store, here, has been tick- 
ing out the time as a guide to jewelers. For 72 years of 
its life it has been a time guide for Des Moines’ watch 
setters. 

Mr. Stubbs secured the clock from his former em- 
ployer, G. L. Eason, who brought it to Des Moines in 
1865 from Brattleboro, Vt. He regulates all of his 
watches and clocks from it. 

It was built for Chase & ‘Tripp, Brattleboro, Vt., 
jewelers, by a Swiss workman in his native country. 
The Vermont firm permitted the workman to return to 
Switzerland on condition that he construct a “regulator” 
for them. It required a year’s time and cost $1,000. 

The face of the clock is of a satin metal, it has no 
glass covering it. It is so dust proof that it requires 
cleaning only once every two years. The large hand is 
the minute hand, the smaller upper face shows the sec- 
onds and the lower face shows the hours. 
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WORKSOP WOES € QUIFIRIIES 


NE of my customers brought in a very old English 
watch and asked what its age is. Can you tell me 
this? The watch has solid balance wheel; flat hairspring. 
The inside cap of the case has engraved on it the following: 
“T. F. Cooper, London”; patent lever full jeweled, it 
has a silver case, movement size 19 lignes. (Question No. 


5118.) F. W. M. 


Answer—The maker of your watch was Thomas 
Frederick Cooper, who was in business in London, Eng- 
land, between 1821 and 1860. This makeg’s earlier cus- 
tom was to sell watches made in England; but later on, 
he had watches made in Switzerland, engraved with his 
name, and sold them to American dealers. “This might 
make it possible to give you a more definite date for the 
making of your particular Cooper watch, by noting 
whether it is of Swiss or English manufacture. If you 
could send us a full description of the movement; and 
also describe any marks stamped inside the outer lid of 
the case (in the case—"‘back’’) ; or send good photographs 
in as much detail as possible, from this we could perhaps 
tell the age closer than merely to state the maker’s period 
in business. 


CUSTOMER of ours has inherited an old Grand- 
father clock, about which he would like to have some 
information on the age; also whether it has any value as 
an antique. There seems to be some confusion about the 
maker ; there are two different names on it: “Patton-Jones, 
Phila.’’ on the movement (stamped on one of the plates) ; 
and “W. Herwick, No. 19” on the dial. The case is of 
walnut wood, 8 feet 2 inches tall. ‘The clock strikes 
the hours, and has a moving moon and calendar. (Ques- 


tion No. 5119.) D. H. C. 


Answer—The name Patton-Jones, stamped on the 
movement, is of the firm Patton & Jones, who had two 
shops; one in Baltimore, Md., between 1798 and 1807; 
and another in Philadelphia, Pa., which was started in 
1805, and continued for an indefinite number of years. 


‘This clock bearing the Philadelphia address (that is, the 
movement), was made between 1805 and sometime later. 
Since your customer has record of the clock back to 1850, 
the clock was made between that year and 1805. But the 
historical fact that few long-case clocks were made in 
America after 1840-1845, might make it more likely that 
the clock was made prior to then, than later. So the 
approximate age of it is a century at least. Concerning 
the two different names on the clock, since Patton & 
Jones were actual clock movement makers, and sold many 
movements to cabinet-makers who made up cases and 
bought movements for them, we are of the opinion that 
W. Herwick was a cabinet maker, or possibly a dealer, 
instead of a clock maker. About the value of this clock, 
while we may say that American long-case clocks of about 
its period, and of average quality, frequently bring from 
$125 to $150 at sales, the real value of any clock must 
be determined by an actual sale or a bona-tide offer for 
it; and conditions as to this, that affect prices, cannot be 
foreseen ; so we cannot state anything like an exact market 
value. The beauty of design and finish of case and dial, 
the technical quality of the movement, and the number 
and kind of bidders at a sale, all have their effect on the 
price realized. 


HAVE come into possession of an old keywind watch, 

engraved on movement “American Watch Co., Cres- 
cent St., No. 554716,” in an 18k solid gold case, worn 
smooth but otherwise in fine condition. Do you think | 
could sell this to a collector, for more than the value of the 
gold in the case? (Question No. 5120.) T. L. L. 


Answer—We do not think you would profit by spend- 
ing effort or money advertising, or otherwise, in trying to 
find a buyer for the watch described. This watch was 
made by the Waltham Watch Co., Waltham, Mass., in 
an earlier period of its history, approximately between 
1872-1875. But a watch of this maker, to have anti- 
quarian value, should be, left us say, some ten years older. 
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We believe the best that you could realize out of the 
watch would be by selling the case for old gold. Please 
understand that we do not say that no collector would buy 
this watch for somewhat more than the old-gold value: 
but advertising in order to find a buyer, could so easily cost 
more than the possible “premium” value, that there would 
be too much risk of a loss on this. 


HE advice received some time ago from JEWELERS’ 

CircuLarR-KeystoNe ‘Technical Department _ has 
proven of such great help that, like the “bad penny,” | 
am coming back once more! In replacing a balance staff, 
I turn off enough of the rivet so a light tap with staking 
tool punch will remove balance very slightly sprung. This 
I straighten with another punch placed in balance arm 
hole. Then, select staff that fits, and stake it on, turning 
it at frequent intervals until staking is done, almost tight, 
but just so I can turn balance on staff in calipers. Often 
I find doing this shows one arm shorter than the other. 
Sometimes turning it partly around corrects the trouble. 
Then I stake it tight. Often after doing this, I find the 
arms are still unequal in length. To correct this, | 
stretch the short arm with punch. But then I find after 
truing in round and flat that the spaces at cut ends of 
balance rim are unequal. How can this be prevented ? 


(Question No. 5121.) T. L. L. 


Answer—A careful examination of your explanation 
of how you do this job indicates one thing that seems 
most likely to be the cause of the trouble. You say you 
turn the rivet enough so that a light tap will separate staff 
from balance. ‘Then, to level up the slightly sprung bal- 
ance, you use a punch “placed in the balance hole.” This 
would probably be a round-faced punch. ‘This could pro- 
duce a slight burr on the corner of the hole in the bal- 
ance, and generally this would throw the hole out of 
center. ‘hen you select a staff the shoulder of which fits 
the hole. On this staff, no matter how true, a balance 
with its hole out of center cannot run true, and in the 
caliper one of its arms would show up shorter than the 
other. Then, when you stretch the short arm, of course 
the spaces at the cuts in the balance rim will be unequal. 
To avoid the trouble, turn the body (the hub) of the 
old staff, instead of the rivet, down enough so that the 
balance will drop off without any force applied. This 
will preserve the original hole intact, without bending 
the arm. Then select a staff of which the shoulder 
exactly fits the balance hole. If found necessary, use a 
staff with shoulder oversize so you can reduce it to an 
exact fit. If such a staff cannot be found, the only other 
way is to make a new staff. “Then, if the balance was 
true originally, it will be found still true and the arms of 
equal length on the new staff; or, any truing needed will 
be slight. and will not require stretching a balance arm. 


HAT method do you recommend for keeping re- 
paired watches while awaiting customers calling for 
them? At present we keep them in regular showcase 
trays, the same as new watches in stock; and sometimes 
they get damaged in placing them in safe and back to the 
showcase. We have several hundred repair jobs on hand, 


handled in this manner. (Question No. 5122.) M. E. M. 


Answer—The two objections we see to your way of 
handling repaired watches are: (1) the regular show- 
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case trays take up a great deal of room in the sate; (2) 
it is not as good to regulate watches lying in horizontal 
position as pendant-up. Besides this, ordinary watch- 
trays hold comparatively few watches, so too many trays 
have to be handled in carrying the watches around every 
day. All of these objections can be overcome by hanging 
the watches on panels of thin material, such as ‘“‘sheet- 
rock” or other building composition board, on hooks ob- 
tainable at hardware stores. This material may be 
painted, or covered with cloth, for appearance sake. A 
board about two feet square will hold about 70 to 80 
watches. During the day, these panels can be hung on 
stout hooks on a wall, and at night on hooks on the inside 
of a safe door. In most safes there is room for several 
such panels to be hung one in front of others. In a tall 
safe there could be two sets of panels, hung one above 
the other. On the store wall the panels may be sur- 
rounded and enclosed by a framework of molding to 
make a good-looking feature of store furnishing. Details, 
such as kind and strength of hooks, exact size and spacing 
of panels, etc., can be planned with care according to the 
local conditions as to safes, wall space and so on. 


FE had about 210 dwt of filings which we melted 

into a button and sent to a refiner. It tested 10-k 
on our stone, and we got back a report that it tested 10-k 
on their stone, but that it had considerable platinum in 
it, and on analysis it turned out to be only 7-k. Can you 
tell us how much platinum it would have to contain in 
order to test 10-k? And wouldn’t that much platinum 
be worth something? (Question No. 5123.) B. B. E. 


Answer—Yes, that amount of platinum would cer- 
tainly be worth something—at least to a refinery that 
makes a business of buying platinum. Most of the pro- 
fessional refiners buy platinum, but the United States 
Assay Offices and Mints are not authorized by law to 
buy platinum. Accordingly, if you send platinum to 
Uncle Sam, he will not be able to pay you for it. 

Now, you ask how much platinum was present in that 
button, which contained gold to the extent of 7-k, but 
tested 10-k on the stone. The answer is, roughly, about 
3-k—that is, 3/24, assuming that in your test you used 
simple nitric acid. Different appraisers use the stone and 
acids differently, and the same button will be appraised 
differently by different men, as you know, so this figure 
is only a guess. But both platinum and gold resist nitric 
acid to practically the same extent, and in a button of 
this kind they act similarly. (Under aqua regia they act 
somewhat differently. ) 

“Testing Precious Metals,” by C. M. Hoke, is a little 
book that goes fully into methods of testing for platinum, 
palladium, gold, and silver. (One dollar from this jour- 
nal’s book department. ) 


Jackson, Miuss.—A drastic consumers’ sales tax, 
directed against purchases made in states which have no 
such tax, was passed by the Mississippi house of repre- 
sentatives March 17 by a vote of 79 to 10. The state 
tax commission is given broad authority to levy and seize 
property bought outside of the state (where no sales tax 
had been paid to another state) if no voluntary return 
is made. A wilful and fraudulent attempt to evade the 


tax is punishable by fine or imprisonment. 





Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations. 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 


Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 








MANAGER-BUYER, credit jewelry store, 
long experience, references furnished. 
Address ‘‘T., 8171," care Jewelers’ Cir- 
cular-Keystone. 





EXPERT APPRAISER and salesman for 

prominent loan office; employed at 
present. Address “H., 8136," care 
Jewelers’ Circular-Keystone. 





POLISHER, lapper and colorer, expert, 
wants position with ring concern. Ad- 
dress “O., 8080," care Jewelers’ Cireu- 
lar-Keystone. 


FIRST CLASS jeweler and stone setter, 
all around mechanic; 22 years’ experi- 
ence, A-1 reference. Address ‘“‘L., 8141,” 
care Jewelers’ Circular-Keystone. 


JUNIOR WATCHMAKER, single, neat. 
young man, Bradley trained, also 
jewelry repair experience. Write “P., 
8112,” care Jewelers’ Circular-Keystone. 








SAMPLE AND MODEL MAKER with 
executive ability seeks position with 
reliable firm. Address ‘‘W., 8092,” care 
Jewelers’ Circular-Keystone. 


STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





YOUNG LADY, bookkeeper, stenographer, 
10 years’ executive experience jewelry 
and watch trade; complete charge, cor- 
respondence, collections. Address ‘‘M.., 
7711,” care Jewelers’ Circular-Keystone. 








WATCHMAKER, young man, good char- 
acter, some school and store experi- 
ence, wants to finish training under 
first class man. Address “K., 8074,” 
care Jewelers’ Circular-Keystone. 





SALESMAN available for New York City 
and New England, wants jewelry or 
ring line of merit for wholesale or retail 
trade; personal following. Address ‘‘G., 
8165," care Jewelers’ Circular-Keystone. 





YOUNG MAN, thorough knowledge of 
selling and window trimming, credit 
store experience ; conscientious worker ; 
excellent references. Address “G., 
8155,” care Jewelers’ Circular-Keystone. 





COMBINATION MAN, first class jewel- 
er, engraver and stone setter, 25 years’ 
experience; best references. Address 
“B., 8075," care Jewelers’ Circular- 
Keystone. 


HIGH POWERED MAN seeks position as 
salesman in reputable cash or install- 
ment jewelry store; valuable man to 
right organization. Address ‘‘K., 8138,” 
care Jewelers’ Circular-Keystone. 


SALESMAN, established following job- 
bers and installment houses New York 
and East, desires connection with re- 
liable concern. Address “R., 8145,” 
eare Jewelers’ Circular-Keystone. 


DIAMOND MAN, 10 years’ experience, 
loose and mounted, capable assorting 
also buying, some road experience, ex- 
cellent references. Address ‘A., 8082,” 
eare Jewelers’ Circular-Keystone. 


ENGRAVER, thoroughly experienced in 
all branches of engraving, desires con- 
nection with high type concern; South 
preferred. Address ‘“R., 8084," care 
Jewelers’ Circular-Keystone. 


WANTED, position as watchmaker or 
partner; 17 years’ experience; A-1 
references; German trained. Address 
“T., 8086," care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, also do jewelry repair- 
ing, 20 years’ experience, desires per- 
manent position; best of references. 
Address “R., 8147.” care Jéwelers’ Cir- 
cular-Keystone. 


OPTOMETRIST, experienced refraction- 
ist and salesman, desires position any- 
where in New York or New Jersey. 
Address “W., 8089,” care Jewelers’ Cir- 
cular-Keystone. 








YOUNG LADY, thoroughly experienced in 
jewelry line, capable of taking full 
charge of office; best references. Ad- 
dress ‘“‘A., 8093.” care Jewelers’ Circu- 
lar-Keystone. 


EXPERIENCED WATCHMAKER, jewel- 
er and engraver, desires position at 
once; references as to character and 
ability. Fred J. House, 27 Washington 
Blvd., Bath, N. Y. 


CERTIFIED WATCHMAKER, | expert 
workmanship, all size watches; pro- 
ficient salesman; good references: 
salary or commission basis. Edward 
Hite, 353 W. 85th St., New York City. 


WATCHMAKER, 20 years’ experience on 
fine timepieces, steady position only: 
married, age 40, references; own tools. 
Address “Y., 8120,’ care Jewelers’ Cir- 
cular-Keystone. 


YOUNG WOMAN, several years’ experi- 
ence jobbing line, capable of taking 
charge stock, stock records, special 
orders, repairs, etc. Address ‘“‘D., 8130,” 
care Jewelers’ Circular-Keystone. 





DESIRABLE MAN, one of exceptional 
selling ability, is now available for well 
established store, located in Washing- 
ton or Baltimore. Address ‘‘J., 8042,” 
care Jewelers’ Circular-Keystone. 








POSITION WANTED by experienced i: 
mond setter and jewelry repairer: pee: 
38, married, now employed but desites 
a change; best reference. Address “ 
8044,’ care Jewelers’ Circular-Keystone, 

a 

ENGRAVER, first class, 30 years’ experi. 

ence, lettering, inscriptions, crests and 

ornamental work; steady position want. 
ed, can take charge. Address “P,, go9g 
eare Jewelers’ Circular-Keystone, ; 








WATCHMAKER’S ASSISTANT, four 
years’ experience all makes clocks ang 
watches; salary secondary; age 33, neat 
appearing. Write Ben Sherman, 1025 §. 
167th St., Bronx, N. Y. 





SS 
SCHOOL TRAINED watchmaker desires 
position, hard worker, South preferred; 
will start for reasonable salary; refer. 
ences. Address ‘“‘E., 8034,’’ care Jewel- 
ers’ Circular-Keystone. 


WATCHMAKER and salesman, 25 years’ 
experience all grade watches; very 
handy in retail jewelry store; best ref- 
erences; neat appearance. Address “B,, 
8175,’’ care Jewelers’ Circular-Keystone, 





MANAGER, credit jewelry store, young 
man, neat appearance, strong salesman, 
able to buy jewelry and electrical ap- 
pliances: will locate anywhere. Ad- 
dress “R., 8170," care Jewelers’ Circu- 
lar-Keystone. 





POSITION WANTED by dependable, 
conscientious watchmaker, engraver, 
both store and factory experience as 
tool and diemaker: age 40; east prefer- 
red. Address “‘D., 8163," care Jewelers’ 
Circular-Keystone. 





BOOKKEEPER, stenographer, young !ady 
with many years’ experience in New 
York office, wholesale diamonds, also 
manufacturing jewelry: complete 
charge. Address ‘‘H., 8167,’’ care Jewel- 
ers’ Circular-Keystone. 


ATTENTION MANUFACTURER; ring 
modelmaker, original, experienced, com- 
pletely acquainted with latest casting 
method; what offers? Address “D., 
8053,” care Jewelers’ Circular-Key- 
stone. 


CREDIT MINDED MAN, of outstanding 
ability and enviable record, desires af- 
filiation as manager of better class 
store operated by successful and well 
rated enterprise. Address “E., 8134,” 
care Jewelers’ Circular-Keystone. 


WATCHMAKER and fancy engraver, can 
set diamonds; years of experience on 
high grade watches and monogram- 
ming; go anywhere; best reference. 
Address “A., 8159," care Jewelers’ Cir- 
cular-Keystone. 


ALERT YOUNG MAN wishes to make 
himself generally useful in office of 
reputable wateh importers or distribu- 
tors located in Manhattan. Address 
“J., 8157," care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, experienced, desires 
steady position, single, references; pre- 
fer Middle West or South, but would 
consider other locations. Address ‘M., 
8108," care Jewelers’ Circular-Key- 
stone. 





DESIGNER AND CREATOR of the 
highest type of jewelry, desires po- 


sition with Jeading firm. P.O. Box 
105, Times Square Station, New 
York City. 


WATCH REPAIR ESTIMATER and 
salesman of unusual ability; valuable 
man for active shop; interested only in 
good paying proposition. Address “G., 
8135," care Jewelers’ Circular-Key- 
stone. 





STAR SALESMAN ; available for reputa- 
ble retail establishment which does 
cash business only, handling better 
class trade; first class reference. A4d- 
dress “J., 8137,” care Jewelers’ Circu- 
lar-Keystone. 
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